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genuine HIDE glue 
of finest quality 

















e Glue That Really Holds — Nationally Advertised 
(renuine 


| ORDER FROM Hide 
OUR WHOLESALER ™& now available in 7 sizes 


Ya pint 2 
$2. “3 


: ~<_ . ee —_ 
HE FRANKLIN GLUE CO. i. E \ : os 


$1.50 
33 W. CHESTNUT ST., COLUMBUS 15, OHIO 
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HEX BUSHINGS )m» 


Internal and ex- 
ternal threads 
both taper 
tapped 


MFG. & SUPPLY CO. 


COLUMBUS, OHIO 
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} KWIKS 


PROVEN PERFORMANCE 


The performance of KWIKSET’S “400” Line of residential locksets 





has been proven by the fact that mere than 
17 million KWIKSET locksets are in 
guaranteed trouble-free service. 


To have this guarantee and service 






yA i ee fo) © 





NEED 
IS A KWIKSET LOCKSET 


7 


4 


t 


e 
cy 











KWIiKSET SALES a ©) SERVICE COMPANY, ANAHEIM, CALIFORNIA 
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When you keep your eye on the ball — 
and keep playing the game for all you’re 
worth, day after day—you’re pretty sure 
to be a better-than-average performer. 


That’s the way it goes in the brass mill 
business, too. And here at Bristol we are 
able to score consistently enough — both in 
production and service — so that quite a 
few of the country’s top users of sheet, rod 


and wire have taken us on as their partner. = Gemeee 
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ACCO 


% .-—« [DOG CHAINS 
Dogs Are Friends of Yours 


and Dog Chain Assortments | 


@ Man’s best friend is also a good friend of the hardware dealer because 
he promotes sales of dog chains. Dog leads have always been a good 
seller. And now there’s a new item that’s growing fast in popularity — 
the ACCO Spiraloc Dog Stake Chains. 

This new ACCO Spiraloc Stake Chain (in 6’ and 9’ lengths) gives the 
dog freedom of movement and allows the owner to move him around 
frequently. The 34” x 15” stake holds well in the ground and the free- 
swiveling $-hook and snap keep chain from tangling. Spiral-twisted 
links are smooth and have a bright zinc finish. . 

ACCO Dog Leads come in a variety of types, some with plastic 
handles; all with easy to operate swiveling snaps. Several types are 
available on attractive metal hangers which you can hang up in your 
store. 

You'll sell plenty of ACCO Dog Chains if you display them. 
Order at once from your AMERICAN CHAIN wholesaler, 
or write our York, Pa., office for information. 


American 
~\ AMERICAN CHAIN DIVISION Chain 
AMERICAN CHAIN & CABLE 


York, Pa., Atlanta, Chicago, Denver, Detroit, Los Angeles, New York, 
Philadelphia, Pittsburgh, Portland, San Francisco, Bridgeport, Conn. 
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Today's Sale Pays 
Today's Rent 


It’s very human to feel that one’s own prob- 
lems are just a little more difficult, a little more 
complex than anyone else’s problems. At least 
they always appear so. 


Many dealers feel that way these days. While 
it doesn’t help solve any problems, there may be 
some comfort in the knowledge that pretty much 
all dealers face the same problems. 


Over the past month or so I’ve had the chance 
to visit with dealers in Florida, Mississippi, 
Texas, Pennsylvania, Illinois and Wisconsin. It’s 
amazing how similar the dealers’ problems are 
in all these areas. 


Supers, adverse weather, narrow margins, sales 
personnel, poor first few months, too many outs 
on order, etc., are common problems in all those 
areas. 


Yet despite all these troubles, a lot of business 
is moving through hardware stores. In fact, in 
many cases, May was one of the best months in 
a long time. 


Dealers seem to be buying a little more freely; 
wholesalers who have been attempting to lower 
their inventory are finding their outs getting ex- 
cessive and are buying better. 


In short, despite all predictions of bad busi- 
ness, sales are at a very good rate. 


I certainly wouldn’t attempt to predict how 
long this will last, but it is a simple truth that 
today’s rent is paid by today’s sales. I often 
wonder if maybe too many of us spend too much 
time and energy worrying about tomorrow and 
neglect the sales that can be made today. 


No matter what tomorrow may bring, a good 
job done today will improve tomorrow’s oppor- 
tunities, whatever they may be. Let’s not forget 
the importance of making every possible sale 
today. 


Just Among Ouseloes 


Informal Editorial Commenis 


1 44619 






By W. A. Phair 





A Texas Story 
Worth Believing 


I am always impressed by the relations that 
exist between Texas wholesalers and factory 
salesmen and representatives. 


It seems to me that these two Texas groups 
enjoy a more harmonious relationship than exists 
in other areas. The wholesalers accord the 
salesmen recognition as being important to the 
wholesalers’ success; they treat salesmen with 
dignity and friendliness. The salesmen in turn 
take a serious, deep interest in the welfare of 
their wholesale accounts. 


While competition is keen for new business 
and in building up accounts, this relationship 
gives substance to the thought that there is more 
to business than making the sale. 


The annual meeting of the Texas Wholesalers 
and the Texas Boosters, the latter being a sales- 
men’s club, points up this friendly relationship 
strikingly. 

} 

It is also significant that each year in a promi- 
nent spot on the wholesalers’ program are talks 
by representatives of retail hardware groups in 
the area. 


Perhaps in this instance we could all well 
afford to listen carefully next time a Texan tells 
how and why they have this very desirable and 
constructive relationship. 


A Good Start For 
Lawn Mower Group 


Lately I’ve been conscious of a growing feel- 
ing among all types of people that too many 
trade conventions are putting practically all the 
stress on -social activities and are slighting the 
more serious business aspects of such meetings. 


One trade group that is certainly avoiding this 
pitfall is the new Lawn Mower Institute. This 


















group, organized just a year ago, held its first 


annual convention recently. 


If this first meeting is typical of future meet- 
ings, it is safe to predict that its conventions in 
the years to come will be well attended and the 
organization will contribute much to the con- 
tinued development of the industry. 


In many years of covering all types of conven- 
tions, I have rarely observed one that packed so 
much serious, useful discussion into a one-day 
session, 


From early morning to late afternoon, speaker 
after speaker presented new, authoritative infor- 
mation on industry matters. 


Certainly this pooling of knowledge and ex- 
perience, if continued into the future, will prove 
a very valuable tool for meeting the future prob- 
lems of this relatively new, but tremendously im- 
portant industry. 


Standards For 
Dealer Mats? 


Whenever we discuss retail advertising with 
dealers, a point that always comes up for com- 
ment is the standardizing of sizes of mats sup- 
plied by manufacturers for use by dealers in 
newspaper ads, etc. 


There is a widespread feeling among dealers 
that it would help them do a better advertising 
job if such mats would be in some sort of 
standard sizes. 


We have commented on this feeling in the 
past, but little appears to have been done about 
it. We highly recommend the subject for study 
by manufacturers. 


As dealers become more aggressive in their 
local advertising, and there is evidence that this 
is the trend, the need for some degree of stand- 
ardization of mat sizes grows in importance. 


Dealers are more and more aware of the im- 
portance of an inviting appearance to their ads. 
They are also becoming more critical of the 
amount of space they allot in an ad for illus- 
trating a single product. 


A manufacturer making available only a 
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large mat is cutting down the potential use of 
his product illustration in dealer ads. 


Many dealers who are using ads on a regular 
schedule are tending to use a “unit” layout to 
simplify making up the ads, making changes, 
etc. Thus the standardization of mats fits nicely 
into this type of layout. 


Large, single item promotions are an excep- 
tion and in such cases dealers would seek the 
necessary illustrations beforehand. But for the 
regular day-in and day-out type of retail adver- 
tisements, there is need for some type of stand- 
ardization in mat sizes. 


Study of advertising material being sent deal- 
ers also suggests that more attention be paid 
to the type of illustrations being used. Some 
illustrations just do not lend themselves to 
newspaper reproduction. 


A halftone that reproduces well on coated 
magazine stock will not necessarily reproduce 
well in a newspaper, especially in some of the 
small town weekly papers. 


Most product halftones lack contrast and de- 
tail that are needed for good newspaper repro- 
duction. A simple line reproduction still seems 
to give the best all around reproduction under 
most conditions. 


It's Coming 
On July 23rd 


It’s coming—the most useful book a hardware 
man can have on his desk. 


It contains information that costs thousands 
of dollars to compile and print, but HARDWARE 
AGE subscribers receive this book without extra 
charge as a part of their regular subscription. 


This book is the annual Catalog and Directory 
Issue, the original and most useful hardware 
merchandise catalog available. 


In addition to the thousands of hardware list- 
ings and source addresses, it contains hundreds 
of illustrated, instructive catalog-ad pages of 
hardware merchandise. 


Look for this catalog on July 23rd and keep it 
handy for use all year round. 
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xcep- | WATCH WARING MOVE BLENDORS THIS FALL! 
k the Sure, there's been electric blender advertising before. But the electric 
I housewares field has never seen a coordinated advertising and pro- 
r the l : s a s 
d motion campaign like this! 
— | ADVERTISING month after month in leading magazines — using 
tand- | several completely new sales appeals! Here's your way to produce 
| _ store traffic in unprecedented numbers—turn more “shoppers” into 
| buyers! And that means immediate sales of Waring Blendors in real 
volume! 
deal- | wy 
id | POINT-OF-SALE material integrated with compelling national adver- 
| ses tising. What it takes to bring ’em in, close sales faster, easier. 
aed | TIEIN PROMOTIONS that will make your customers Waring 
s to Blendor conscious as never before, give you new opportunities to 
! increase your sales at full mark-up. 
| 
a ole 
vated pe eee i 
duce WATCH WARING MIXORS INCREASE SALES! 
' the Cash in on two big markets for hand mixers—for homes that have J 
never had a mixer of any kind—and for homes that already have 1 
stationary mixers! (Here are thousands of prospects for easy-to-use \ 
portable mixers.) Winner of the Lewis & Conger Safety Award, Waring _| 
| de- is the finest mixer you can sell — an eye-catching beauty with power to | 
pro- spare for every mixing job! | 
2ems ADVERTISING throughout the Fall that adds the power of the | 
nder i Waring name to the sales appeal of the finest hand mixer on the 
: market. Hard-hitting advertising that tells and sells both types of | 
customers —their mixer buy is Waring! | 
POINT-OF-SALE helps and promotional ideas that help you cash | 
in on Waring’s record-breaking national advertising. | 
TIE-IN PROMOTIONS that tap the biggest source of mass-market | 
sales! Get the details from your Waring distributor—be the first in | 
your area to latch on to hottest promotion idea that ever sold mixers! —_| 
| 
vare | 
j WATCH DURABILT IRON SALES ZOOMI 
| Your third big Waring selling opportunity! Be sure to stock, promote | 
d and sell Durabilt Folding and Travel Irons. There are three models— 
omnes l for overseas travel (with fool-proof fittings and fuses; for trips in these ' 
ARE 1 —_ United States (either 115 or 230 Volts A.C.); and the first fully 
<tra ] automatic folding iron (great for your back-to-school promotion). 
n. | ADVERTISING in top national magazines backs Durabilt Irons. 
| Memorable cartoon ads with plenty of sell open up new sales oppor- 
j tunities. There's tie-in point-of-sale material, too. So build up your 
Ory Durabilt stock before you enter the big Fall period of back-to-school, 
fare travel and gift selling. 
l 
ist- ; 
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of : 
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: HOUSEWARES SHOW 
D it 7 





WARING PRODUCTS CORPORATION, A Subsidiary of Claude Neon, Inc. ¢ 25 West 43rd St., New York 36, N. Y. 
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ashington 
NEWS and Views 


By Washington Bureau of 
HARDWARE AGE 


Postage Rate Hike Sought 
On Top of Parcel Post Increase 


Hardware merchants and the retail trade generally 
are facing a prospective increase in overhead costs as 
a result of the Post Office drive to put the department 
on a near break-even basis. 

Successful in getting through an increase of one- 
third in parcel post rates, effective Oct. 1, postal offi- 
cials now want other mail rates increased accordingly. 
Congress is asked for: 

An increase of one-fourth (from the present 3 cents 
for the first ounce to 4 cents), in non-local first class— 
hiking out-of-town billing and other correspondence 
by at least 1 cent per letter; 

An increase of 1 cent in airmail; 

An increase (from present 2 cents for first two 
ounces to 3 cents)—boosting direct mail advertising 
(including circulars, flyers, dodgers, etc.), by at least 
1 cent per piece; 

An increase of 47 pet in second class (newspapers, 
magazines)—tending to force increased advertising 
rates for numerous publications. 


OUTLOOK—The Post Office may ask for a 

still greater increase. Railroads want to cut 

e in on the prospective higher postal revenue 

and are asking a 45 pet boost in mail freight 
rates—estimated at close to $143 million. 


New Jenkins Bill Will Prevent 
Influx of Cheap Foreign Goods 


Chances that Congress might allow the retail mar- 
ket to be flooded by low-priced, foreign-made goods 
brought in free of duty look as good as dead. 

House committeemen studying the Federal customs 
laws are no longer concerned with the first Jenkins 
bill. (It would have allowed an item with a foreign 
wholesale value as high as $3 to be brought in duty- 
free.) 

A pottery set, for example, could have been given 
a wholesale price of $2.98 by the foreign distributor to 
make it eligible for free entry. Once in this country 
with a generous mark-up tacked on, it still would have 





10 


looked like a bargain when placed beside a simila 
U. S. product made to retail at $8 or $9. 

Retail groups vigorously pointed out that the bill 
if passed, would expose merchants to harmful, unfai 
competition. Sharing their view, Rep. Aime J. Forand 
(D.) R. I., asked the committee to drop the provision 
for the $3 valuation. Foreign mail-order houses, he 
said, should not be permitted to endanger the U. S. re 
tailer’s trade by undercutting his prices. 


OUTLOOK—Scrapping the $3 provision, 
the lawmakers took up a new Jenkins bill call- 
% ing for retention of the $1 ceiling. This bill is 
given a good chance of committee passage and 
a possible House vote in this session. 


Hope Wanes For Reduction 
In Excise Taxes at This Time 


Excise tax reduction, despite occasional glimmers 
of hope from individual Congressmen, still is many 
months away. 

The blunt truth of the matter is that Congress finds 
itself unable to reduce the 1954 fiscal budget to the 
point where excise reduction is warranted. 

This situation does not mean that Congress is un- 
aware of the heavy burden that the present Federal 
excises are imposing upon retailers. Speaker Martin 
of the House believes, for example, that reductions in 
excises would be of great value to business and to in- 
dividual incomes, but he thinks Congress should take 
a close look at excises now and determine what cuts 
should be made next year. 

Martin says frankly that excise reductions this year 
had been the goal of the Eisenhower administration 
and the Congress but, he adds, “The financial mess we 
inherited was greater than we had anticipated.” 


OUTLOOK—Congressional leaders aren't 

ready to say so yet but they are shooting for 

a thorough survey of the whole Federal taz 

’ structure this fall that should pave the way 

for substantial cuts in both excise and income 
levies to be voted next year. 


(Continued on page 68) 
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Where every detail reflects quality — 


they chose McKINNEY HINGES 


coated with a neutral prime color approaching the 


There are basic manufacturing reasons why McKinney 
Hinges have gained such widespread acceptance and 
recognition. McKinney Hinges are precision made of 
quality metals. No detail of manufacture is over- 
looked to assure the finest hinges that McKinney 
can produce. Even the pins are perfectly rounded 
by a special rolling process to a tolerance of plus or 
minus (.001) one one-thousandth. 

McKinney Prime Coated Hinges are carefully 
bonderized to prevent rust creeping——then prime 


tone of natural wood. No extra primer is needed 
when painting—and they take varnish or stain as 
well as paint. McKinney integrity in manufacture 
has persisted for 88 years. That is why architects, 
builders and owners agree that—to be sure, you 
couldn’t make a better choice than McKinney Hinges. 

To the trade this means a profitable, steadily 
moving line. McKinney Manufacturing Company, 
1715 Liverpool Street, Pittsburgh 33, Pa. 


Ask your jobber for McKinney hardware 


McKINNEY 
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LATEST 


Electric Saw Table 


Light weight, rigid steel table 
with angle gage and fence converts 
portable electric saw into table saw. 
Portable table will accommodate 
any of seven Porter-Cable electric 
hand saws. Two knurled knobs hold 
rip fence square at any position 
along a steel guide track. Cali- 
brated angle gage rides in slot 
parallel to fence for accurate square 
or angle cuts. Table, 18x21 in., is 





plated with zinc for smooth rust- 
proof surface. Steel rungs on lower 
legs provide rigid stability and 
shelf room. Table sells for $39.50. 
Porter-Cable Machine Co. 


For more data circle No. 1 on postcard, p. 77 


Beverage Service Set 


No. 6028 nine-piece beverage ser- 
vice set with wrought iron carrier 
has been added to the Colorama 
line. It consists of eight attractive 
anodized aluminum 12-0z. tumblers 
and attractively designed carrier. 
Each tumbler is of different color; 
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colors will not peel, chip, tarnish or 
stain. Carrier handle is decorated 
with white banding. Heller Host- 
ess-Ware, Inc. 


For more data circle No. 2 on posteard, p. 77 


Key Locking Latch 


Idealox and Idealatches for storm 
and screen doors are new push-pull 
design that features key locking 
and simple, fast application. Three 
3/16 in. holes are required for ap- 
plication. Construction is stainless 
steel bolts and case and pressure 
cast aluminum handles. Offering 





soe 
44 
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tamper-proof security, Idealox key- 
ing can be changed from “each 
different” to “keyed alike” or “mas- 





INFORMATION ON NEW PRODUCTS AND SERVICES 


ter keyed” in a few moments. Posi- 
tive push-in locking button is in 
inside handle. Idealox is reversible 
and adjustable for %4 in, to 14% in. 
doors, and retails for $5. Idealatch 
is same unit without key locking. 
Ideal Brass Works, Inc. 


For more data circle No. 3 on postcard, p. 77 


Automatic Coffee Maker 
Presto automatic coffee maker 

brews coffee in 12 min by means of 

thermatrol 


a_ special unit. An- 





other thermostat and timer control 
perking time and keep coffee at 
serving heat. Selector dial per- 
mits choice of five different flavor 
settings, from mild to strong. Other 
features include a lid that locks into 
basket; a special diffuser disc; in- 
terior cup level markings; and a 
pilot light that turns off when cof- 
fee is ready. Made of heavy chrome 
on copper, coffee maker has heat- 
resistant plastic base and non-heat 
conducting handle. Retail, $34.95, 
including tax. National Presto In- 
dustries, Inc. 


For more data circle No. 4 on postcard, p. 77 
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FOR THE HARDWARE DEALER 


Home Boundary Fencing 


Designed for home owners to 
erect themselves, home boundary 
welded fencing can be hung in place 
without stretching. It has hot dip 
galvanized finish after fabrication. 
Easy fitted to uneven ground, it 
has smaller mesh for better protec- 
tion and is perfectly symmetrical 
for attractive appearance. It has 
safe, smooth Selvedges that give 
flush angle trim. It comes in uni- 
form 2x25 in. welded mesh of 16 


gage wire in widths of 24, 36, 48, 
60 and 72 in. Standard roll has 100 
lineal ft. Gilbert & Bennett Mfg. 
Co. 


For more data circle No. 5 0n postcard, p. 77 


Air Conditioner 


Designed especially for homes 
and offices, Rapidayton room air 
conditioner comes in 4% and 34 ton 
models, retailing for $329.95 and 
$399.50, respectively. Larger unit 
can control temperatures in area 
of up to 485 sq ft and weighs 185 
lb. It has heavy gauge steel cabi- 
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in hardware merchandise... 





net of welded construction; extends 
into room only 13% in. Controls 
are recessed inside top door of cabi- 
net. Dayton Pump & Mfg. Co. 


For more data circle No. 6 on postcard, p. 77 


Power Tool Stand 

Designed especially for the Uni- 
versal Combination Power Tool, 
this new all steel stand features a 
reversing switch and column lock 
on front panel where both are 
within easy reach. Two casters are 
mounted at rear of stand, making 





(Continued on page 76) 


Want more information on these 
products? Then use free post 
card on Page 77. 











TO HELP YOU 


SELL 


NEW DISPLAYS 
AND OTHER DEALER 
2 ALE SD HELP 





Lock Demonstrator 


Colorful black and orange coun- 
ter demonstrator, called the Corbin 
K640 Defender Sample Mount, is 
for use with the new Defender 
Standard Duty Cylindrical Lock 





line. Base of demonstrator is only 
51% x 334 in.; overall height, 614 
in., making it convenient to handle 
when demonstrating lock. P & F 
Corbin Div., American Hardware 
Corp. 


For more data circle No. 7 on postcard, p. 77 


Pressure Pan Display 
No. A-399M Mirro-Matic display 
stand deal includes attractive wood 
counter display fixture with natural 
blond wood finish given free with 
purchase of pressure pans and 
(Continued on page 94) 
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$250 


DISPOSABLE 
PERSONAL 
INCOME 


$240 


(in billions) 





of Commerce 


Source: U. 


S. Dept 











Retail Trade Shows 
No Signs of Weakening 
At Mid-Year Point 


With business now past the half- 
way mark on the calendar, there 
hasn’t yet been a mad dash for the 
cyclone cellars. 

As a matter of fact, hardware 
men and businessmen generally 
haven’t even been giving much 
thought to the economic foul 
weather that many business prog- 
nosticators were gloomily predicting 
for the latter part of this year. 

The economists seem to be having 
as much trouble guessing business 
conditions as the meteorologists 
have been having with predicting 
the weather, this year. 

It’s possible that there may still 
be some foul economic weather later 
in the year but if so it will prob- 
ably be in the nature of freak 
storms rather than prolonged peri- 
ods of bad economic weather. 

There are only a few economic 
factors that are giving business 
analysts any real concern right now, 
but these factors are only academic 
matters to retailers. 

One of these has been a marked 
drop in orders for machine tools. 
Another has been a decided slack- 
ening in federal spending for con- 
struction. 

These are matters which reflect 
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> Consumer Spending Ratio High 


> Drop in New Home Starts 
> Carloadings Greater 











Parcel Post Rates Hiked 36% 





Parcel Post zone rates have 
been increased 36 pct by the 
Interstate Commerce Commis- 
sion. The increase goes into ef- 
fect Aug. 1. 

The I. C. C. says the Post- 
master General’s requests for 
the new rate on parcel post, and 
other requests ‘do not appear 
disproportionately high in rela- 
tion to the known increase in 
expense.” 

The increased charges apply 
only to fourth class parcel post— 
packages taking a zone rate. An 
increase in the rates on catalogs 
and controlled-circulation publi- 
cations, which also are shipped 
under the general classification 
of parcel post, still is pending 
before the I. C. C. 





definite curtailment policies that are 
tied in with the current economy 
drive in government and with de- 
velopments in the international sit- 
uation. 

On the other hand, carloadings, 
industrial production, employment, 
wholesale and retail sales and many 
other significant factors give re- 
tailers encouraging prospects for 
the balance of the year. 


it had asked the I. C. C. to raise 
the parcel post zone rates. 

The post office department’s 
application for higher rates was 
supported by various labor in- 
terests and the Railway Express 
Agency. It was opposed by sev- 
eral trade organizations, mail 
order houses and other users of 
parcel post. 


Carloadings 26% 
Higher Than in 1952 


Carloadings in the week ended 
June 14 were up 26.4 pct over the 
like 1952 week, when carloadings 
fell off because of the steel strike, 
reports the Association of Ameri- 
can Railroads. lLoadings of rev- 
enue freight during the week were 
up 2.8 pct above the preceding week 
this year. 


Congoleum-Nairn 
Ups Prices About 3% 
Price increases of approximately 


3 pct on its Gold Seal line, effective 
July 1, has been announced by Con- 


(Continued on page 114) 
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Rate increases on these two 
categories were requested by the 
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his around 


/ / for bigger business! 


= | 


Here’s a profitable idea to turn around 
in your mind. 

Many of the smaller items you deal in 
can build your business in bigger ones. 

For example, the stove bolt shown. Stock 
the finest made .. . RB&W .. . as well as 
other RB&W bolts, nuts, rivets and screws. 
These “bread-and-butter” items make sat- 
isfied customers that keep coming back to 
your store . . . build traffic for everything 
you sell. 

RB&W fasteners are top sellers in their 
own right, as hardware sales figures prove. 
And they’re one of the few profitable, fast- 
turnover items that you can stock in quan- 
tity without worrying about style changes 
or damage. Thus, you keep time-consum- 
ing re-ordering to a minimum. 

You keep handling to a minimum, too... 
thanks to RB&W,s unique “upside-down” 
package that prevents spilling. This attrac- 
tive red and green package stands out on 
your shelves . . . clearly labelled to show 
in a jiffy the type and size you want. 

For fasteners that move fast, order the 
complete RB&W quality line today. 


108 Years Making Strong 
the Things That Make America Strong 


RUSSELL, BURDSALL & WARD BOLT AND NUT COMPANY 


Plants at: Port Chester, N.Y., Coraopolis, Pa., Rock Falls, Iil., Los Angeles, Calif. Additional sales 
offices at: Philadephia, Detroit, Chicago, Dallas, Oakland. Sales agents at: Portland, Seattle. 


Available at leading Wholesale Hardware Distributors from Coast to Coast 
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2 COMPLETE SETS OF REVERE WARE 


TO BOOST YOUR SALES! 


These two sets make it possible for you to conduct a 
wonderful Gift Promotion. Each is an excellent 
selection of Revere Ware utensils with a Special 
DeLuxe Rack available only with the sets. 

Sets represent an important saving to consumers 
with normal profit margins for you. Sell them on 
the time-payment plan. Each set is packed in a 
beautifully-styled gift carton designed to make an 
eye-catching display. 

These new Revere Ware Gift Sets will be pro- 
moted with 4-color pages in leading national mag- 


azines and on Revere’s Coast-to-Coast TV Show. 
For direct mailing to consumers, folders in color 
with space for dealer imprint, and other promotion 
material will be available. This huge collective 
effort will create new business, larger sales and 
bigger profits for you. Here is a big opportunity, 
created especially for your benefit. 

For complete details contact your supplier at 
once. Sets will be on display at the Atlantic City 
Housewares Show, July 13th to 17th, at Booths 
#506-8-10-12. 
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REVERE COPPER AND BRASS INCORPOF 
Rome Manufacturing Company Division, Rome, N. Y. 
ROME, NEW YORK e CLINTON, ILLINOIS * RIVERSIDE, CALIFORNIA 


oe SEE REVERE’S “MEET THE PRESS’ ON NBC TELEVISION, SUNDAYS 
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ORDER SPECIAL #72 


EKCO KITCHEN TOOLS 


E UY 4 #2601 Ekco Tool Sets 


3 #3677 Stainless Steel Eterna 
Kitchen Tool Sets 


BUY ALL OR ANY OF THESE “HOT ITEM” | 2c 4c tget,? 272200 EkcoForgexizchen 19 
GIFT PACKAGED ASSORTMENTS Ys RETAIL VALUE $50.71 16  stoy 


5 TO 7% EXTRA PROFIT PROF! Purabie coati 
FOR YOU—IN EACH! GET FREE fsstive un 


Potato Peelers tented Kant-! 
solute person. 


ORDER SPECIAL #7053 Sptiewe 2 


FLINT FOOD MIXERS FLINT CUTLERY No. 7—Sampl 


American tc 


RETAIL \\' BUY RETAIL est” item in | 


BUY VALUE 2 #7006 Flint Holdster Sets VALUE 0. 401—Flor: 
17 #676 2 #7024 Flint Holdster Sets $105.60 of an exclusi\ 
Stet Sead Miners 1 #7025 Flint Holdster Set -yfoniggaa 
2 #7002 Flint Steak Sets - 
1 #7036 Steakster Set jo. 1030—“‘D 
clusive crim 


GET FREE ' Brn kitchen. P 


19” mat 
Flint ae Mixer i 6 #703 19” mat 


iia Knives 11” mat 


—+ 
ORDER SPECIAL #1970 te 3 ee 


Red, or Le 
FLINT KITCHEN TOOLS RETAIL 9° ps 4 


19” mat 
~ UY Pots = ound hot pad 
8 #1900 Flint : ee ’ 0. SS-1—St 
\ Kitchen Tool Sets 3 adds a sparl 
\ 2 #1973 Flint ore 17” x 19” 
Kitchenette Sets b eliminates | 
alls. 


GET FREE 1 mat 


19” mat 
1 #8726 16-pc. 7” 
Keepsake Starter Set 
. PHOENIX T/ 

























the greatest name in housewares 
EKCO PRODUCTS COMPANY 
1949 North Cicero Avenue, Chicago 39, Ill. 


Also sold in Canada by 
Ekco Products Co. (Canada), Ltd., Toronto 
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STOVE and UTILITY MATS 


wiurable coatings on heavy-gauge steel assure long 
@>--iasting beauty! 
Bayinative underglazed designs will not chip, peel or 


are rust and stain-resistant! 
tented Kant-Kut-Korners won’t cut or snag—ensure 
lute personal safety! 
bestos cushioned back protects surfaces from heat or 
pro blows—prevents metal from marring any surface! 


jo. 7—Sampler. Sampler design gives quaint, original 
American touch! Adds charm to any kitchen. The 
est’ item in the line. 17” x 19” mat $1.98 


jo. 401—Floral Queen. Realistic, full-color reproduc- 
of an exclusive fioral arrangement by the Society of 
ican florists. Packed one dozen to carton. 

19” mat $1.98 9” round hot pad $0.59 


jo. 1030—*‘Doric.”’ Gleaming, mirror-bright chrome 

clusive crimped pattern. A modern touch for the 

brn kitchen. Packed one dozen to carton. 

19” mat $2.69 15” x 19” mat $2.59 

19” mat 2.49 8” x 19” mat: . 1.59 

11” mat .98 7” round hot pad .49 
9” round hot pad .69 


o. 500—Pearl Queen. Beautiful and shimmering 

er-of-Pearl pattern. Your choice of Pearl Gray, 
ry Red, or Lemon Yellow. 

$1.79 15” x 19” mat $1.69 

1.39 8” x 19” mat 1.10 

ound hot pad .25 9” round hot pad .39 


0. SS-1—Stainless Steel Queen. Its gleaming 
adds a sparkling, modern touch to the kitchen! Two 
ore 17” x 19” mats easily tacked up behind or around 
b eliminates worry about stains or smoky smudges 
alls. 
19” mat $3.49 15” x 19” mat $3.29 
19” mat 2.98 8” x 19” mat 2.00 
7” x 9” mat . 98 


PHOENIX TABLE MAT CO., CHICAGO 49, ILL. 


(See reverse side for shipping a 





VOV ELLE 
AMERICA’S FASTEST-SELLING LINE OF STOVE-MATS! 





Prices slightly 
higher West of 
the Rockies 


¢ Protects stove tops 
e Covers cabinet tops 


ash Provides extra work space 
tee 


~All prices shown are Fair Trade list prices 


instructions and free selling atds) 











ARisto-matT °* 


DISPLAY 
MERCHANDISERS 


Put these “SELF SERVICE” 


displayers to work for you! 
| 


pall 





Model PD-1 Counter Display Merchandiser. Packs 
a selling punch in a minimum of space—occupies 
only 1% sq. ft. counter space. Holds 2 dozen 
Aristo-Mats in eye-catching, step arrangement. 








Pre-selling ARISTO-MATS 
for you! 


@ National Advertisements help reach 
the women you want fo sell. 


Dealer Ad Mats are available for 
each style Aristo-Mat in 2 column x 6 inch size. 
Sent promptly upon request. 





@ Wide consumer acceptance built up 
through the years relies on the quality 
Aristo-Mat name. 








Model F-1 Floor Displa 
No. 73—STARTER ASSORTMENT died 
The ideal way to get into the profitable 
Stove Mat business! (Mats are 17” x 19”.) 
3 Aristo-Mats No. SS-1 (@ 
2 Aristo-Mats No. 1030 2. ° busy. Occupies only 1% 
3 Aristo-Mats No. 500 (a 
2 Sampler Mats No. 7 @ 1. : sq. ft. floor space. Holds 6 
2 Aristo-Mats No. 401 (@ 


12 Aristo-Mats, plus Retail $29.14 
FREE counter merchandiser PD-1 57”; width, 18”; depth, 12”. 


Your cost only $19.43 
<n *~ oy 


PACKING INSTRUCTIONS o'G dby © 
Good Housekeeping 


Merchandiser sells your 


customers while you are 





dozen Aristo-Mats. Height, 








Packed 12 to a carton, or 4 to a carton.* - 
\) 
Shipping weight approximately 25 Ibs. per dozen AS apyeanisto WUD 


for the 17” x 19” size. 
it ” — *Pearl Queen design may be ordered packed in assortment of 4 mats of each color. 


For further information regarding PHOENIX TABLE MAT CO. 
other patterns write directly to: 1718 E. 75th Street . Chicago 49, Illinois 
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STEAM & DRY IRON 


Y 9. 1953 CO PRODUCTS CORP. ° BRIDGEPORT, CONN 





no ifs, ands or buts! 





SELL CONSUMER ACCEPTED 


DAZEY CHURNS 


aS 5 el > 





MMC? 





DAZEY HAND-OPERATED CHURNS are modern versions of 
the Dazey Churn which has been a favorite in American farm 
homes for fifty years. Model 4 (shown) has gross capacity of 4 
quarts. Churning capacity of 2 quarts; retails for $3.95. Model 
8 has gross capacity of 8 quarts, churning capacity of 4 quarts; 
retails for $4.95. Both have fully enclosed high speed gears 
which makes churning faster and easier. The clover-leaf design 
jar creates more efficient churning action, is more durable, and 
easier to clean. Both packed four per shipping case. Weight 
per dozen of Model 4 is 80 Ibs. Weight per dozen Model 8: 
105 Ibs. 


DAZEY ELECTRIC CHURNS ore exceptionally quiet .. . easy 

to use, clean, and store. Both models feature the clover-leaf B. 

jar design which creates more efficient churning action. Model e SUITE 
4ER (shown) has a gross capacity of 1 gallon and a churning 

capacity of % gallon. Retails for $21.95 Shipping Weight 

14 Ibs. Model 8ER has a two gallon gross capacity and a churn- 


ing capacity of 1 gallon. Retails for $24.95 Weighs 15 Ibs. 
Both models are individually packed in shipping case. 


DAZEY CORPORATION: --ST. LOUIS 7, MISSOURI 
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PLAS-TEX “LIFETIME” 
CANISTER SET ..,....3.95 


retail 


7 Pot = WY ; yi, ) / J / 
Z , ee ae 
= 4p) : Win W (- T Li ha Wulf 2 * Unbreakable —Chip proof 


' * Rust proof—No corrosion 
Another Plas-Tex FIRST: * Flexible—Cannot dent 


Your customers have been waiting for an » Sanitary —Washable 

indestructible Canister Set. Now Plas-Tex * Featherlight—Won’t scratch 

has one... with smart styling and unequalled * Wide choice of Bright and 

color selection. There is nothing else like it! Pastel Colors 
Item PT-848E 





Americas Quality (Molited Houeudws Line 








A <caunt me a Z s —_ > 3 is - 
< ” Guaranteed by > ~ vod 5 
Good Housekeeping . idle sat 
Yor 


py 
45 aoveanisto WE 


versions of 
rican farm 
pacity of 4 
.95. Model 
f 4 quarts; 
eed gears 
leaf design 
rable, and 
se. Weight 
» Model 8: 


Y 


OTHER FAST SELLING ~=aiiar “LIFETIME” ITEMS Write for complete color catalog 


Mixing Bowls Wastebaskets _Gadgetray Sot, Pop-It-Tray —. =<» Jell Molds Refrigerator 
WV9 Cou SS SS = Bowls 


THE PLAS-TEX CORPORATION ~- 2525 Military Avenue, Los Angeles 64, California 
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“I went for the Aladdin Angler “Tl trade you some breast of 
“With the money you saved on lunches with a ; ” ‘ : , 
hook, line and sinker! _ guinea hen for some Vichysoisse 


your Aladdin, you can afford more material.” 


»__@ : a ? 
a = 
ps 10 OUNCE oe 
’ of VACUUM BOTTLES 


VACUUM BOTTLES [a = VACUUM BOTTLES 
and LUNCH KITS tops ¢ s x and LUNCH KITS ee and LUNCH KITS 





ALADDIN INDUSTRIES, INCORPORATED, seshvitic, tens 


a | AMdddlre vacuum ware advertising 
Mm will appear in the Saturday Evening POST 


every other wee 








every other week throughout 1953! 
ee’ HMddldlin , ( Starting Poi ) 


‘el 
dealers! ALADDIN INDUSTRIES, INCORPORATED @ Nashville, Tennessee 


_ : 3 ; 
“With foe ee hen ee “He refuses to eat unless we keep his _ “Go ahead—throw that Aladdin vacuum 
— food fresh in an Aladdin WIDE MOUTH!” bottle... it’s just what I've been wantin’!" 

a 


VACUUM BOTTLES VACUUM BOTTLES 
ee er and LUNCH KITS 


and LUNCH KITS 
or 





1 PA ie, sell 
a PS 
ALADDIN INDUSTRIES, INCORPORATED, Neibvile, Teonissee ALADDIN INDUSTRIES, INCORPORATED, nosnvitte, tennessee S22 ALADDIN INDUSTRIES, INCORPORATED, neshviite, tenness 
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TOP 


93 


Combination 
for only 


No. 400 MET-L-TOP 
Deluxe Ironing Kit Special 


Flips back out of Saues$ 38 


way when not in 
use! Easy to hook 
Visit us at 
on and remove! » Booths Nos. 270-272 


National Housewares Show 
Atlantic City—July 13-17 


Women will 
All-metal; fire-proof; ventilated top... 


Fastens firmly to ironing table; can’t wiggle or 
_ Slide... Light weight; folds flat; easy to store. 
a 


TIME IS LIMITED! 


This offer expires August 15, 1953. 
Order from your jobber. 


; Free Newspaper 4d Mats are avatable 
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ALUMINUM PRODUCTS 


Presold 
for You 


32,882,000 


Consumer Advertising | 
Messages 


Ow: 
NO speci 
loois re, forme... 
‘Quireg, ‘Oorms 
Saws easijy @ signe te 
f €Ssure. 


ee 
Easity 
Sd 
jal 


yer | 
4 
fessionat took, 


CHROMT Ry 


faeean ‘ CHROMTRIM 


light 

ressunn’ _ TM. | | 
Big Space, Mass Market Advertising presells your customers Wal Wi | Trad 
on Werner Chromtrim Metal Moulding. Now is the time to ATOR LH for b 
‘cash’ in—set the Werner Chromtrim Display where it will A ai hanc 


flag passersby...and watch this silent salesman go to work. 


Werner Chromtrim Aluminum or Stainless Steel Mouldings are Ted i] AH Aluw 
proven products for the big booming ‘‘Do-lt-Yourself"’ | Wern 
Market. Easy to cut — simple to apply — with a complete 

variety of shapes, to satisfy every need . . . 6-foot lengths, ' safet 
protectively wrapped and brand name labeled. 4 i i Start 


Werner Chromtrim Merchandiser. FREE — with starting assort- > ae Stoc 
ment. Occupies less than 2 sq. ft., holds a full stock of 14 oe sale: 
tubes in neat sections. Strips are easily handled yet always — 
orderly. Ask your distributor now about 8/60 Aluminum or 
8/60 Stainless Steel Assortment—or write direct for new 
catalog, 


Ext 


FREE—SALES AIDS — MATS — LITERATURE. 






St 


~ 


eS — . 
ALUMINUM LIGHTER + BETTER PRODUCTS FOR HOME AND INDUSTRY pow 
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Metal Mouldings, 
rVitiesiiltiiamels 
Stainless Steel 


ALUMILADDERS 


Steps, Extensions, 
Step Stools 


ALUMIDRYERS 


Tite fele) mm Ol Uh ce lele) a 
Bathroom-types 


ALUMILADDERS 


Trade up to more profit with the Ladder Line that is perfect 
for home owners—the ‘‘Do-lt-Yourself"’ Market. Easier to 
handle, Alumiladders help do jobs faster, with less fatigue 
and last a lifetime. Painters, roofers and men who use 
ladders most are also seeing the savings to be made with 
Aluminum Ladders. 

Werner Alumiladders are all aircraft-type tempered alumi- 
num (the strongest of the light metals) and exceed the 
safety factors of all known metal ladder specifications. 
Start now to supply the call for lighter weight ladders. 
Stock Werner Alumiladders for superior product, faster 
sales, better profit. Ask your distributor—or write today for 
catalog and price list. 


COMPLETE LINES 





Extensions — Industrial weight and 
general purpose lines 
20 ft. to 52 ft. 
Singles — Industrial weight and 
general purpose lines 
6 ft. to 20 ft. 


Rent Alumiladders — for 
good year ‘round profits. 
Send for folder outlining 
rental plans. 








Steps — 4 ft. to 10 ft. 





Step Stool — 26 inches 


R. D. WERNER COMPANY, Inc., 295 Fifth Ave., New York 16, N. Y 
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ALUMIDRYERS 


New! 


Alumidryers—All 
aluminum for real 
lightness—no rust. 

New design- works easier. 
Priced right. Send for .« 
folder of new lines. A 


R. D. WERNER CO., Inc. 
295 Fifth Ave., Dept. CL7, New York 16, N. Y. 


Please send me the following 


{_] Catalog material for Werner Chromtrim 
[_] Catalog material for Werner Alumiladders 
{_] Catalog material for Werner Alumidryers 
{_] Other Material 


J 


My Distributor is 
Name 


Street 




















HERB BRAMMEIER, Jr. 


“Her act is really clicking now that 


EVERYTHING HINGES ON HAGER /' 


FREE! it you enjoyed laughing at Herb Brammeier’s mirth-making cartoon 

this month, send for Hager’s new book containing 28 full-size popular 

“Everything Hinges on Hager” cartoons! It’s FREE! Just address 

C. Hager & Sons Hinge Mfg. Co. * 139 Victor Street + St. Louis 4, Mo. 
Founded 1849 — Every Hager Hinge Swings on 100 Years of Experience 
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RKitbbermail is the most profitable 
line in my store: .. 


says Paul Evans, owner, 


~ Brookville Hardware, Brookville, Pa. 


EIER, Jr. 


Kebermaii &Y vouseware 


The original ... complete ... nationally- 
advertised line of rubber housewares. 


THE WOOSTER RUBBER COMPANY, WOOSTER, OHIO 
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with a new, convenient, space-saving, 


COMPLETELY 
MODERN 


PACKAGE 














After nearly two years of research and study, 
we, at Mann, are proud to announce our new 
axe package. Made of durable corrugated board, 
it offers greatly increased protection for every 
axe in a shipment and it cuts down on storage 
costs because the package is narrower and the 
cartons can be stacked as high as your ceiling 
if necessary. Mann was the first to introduce 
**Weatherproofed”’ handles, a feature that all 
axe users appreciated ... the new package is an 
innovation that was made with you—the Mann 
dealers and distributors in mind. We know 
you’ll appreciate it when you receive your next 
shipment of Mann axes. 


NN EDGE TOOL COMPANY | 
‘LEWISTOWN, PENNA. = $m 


vholesc 
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ULLER'S SCREWDRIVERS 


¥ A POWERFUL NEW DISPLAY 


=®OLDEN MrONDREw 
SALES MAKER 

















Heavy Metal Stand-up or Hang-up 


Display FR a é —$10 value 


100 top-selling Fuller Screw Drivers 

for every job! 

¢ 4 each of Fuller’s 25 best selling numbers 

e Includes 24 Phillips-type Screw Drivers 

¢ All with Cadmium blades 

¢ Blisterproof domes, amber handles 

¢ Self-service slots 

¢ 15¢ to 75¢ retailers branded, and fully 
guaranteed 





Here is a handsome, golden metal display that 
works like a completely staffed Screw Driver 
Department. The unique SCREW DRIVER 
TESTER gives your customer the right driver 
for each screw type. They simply slip the Fuller 
Screw Driver that fits their needs out of the dis- 
play, where the price and number is marked. 


Wt. 19 Ibs., 
packed | 
to carton 




















Order 
vholesaler today! JOBBERS: 


through your 


Write _ to- 
day for 


wide margin 
catalog sheets. 





A new shovel - a new design 
exclusively Ames. 


Hollow Back Construction 
with shape and looks of an 
Ames Solid Shank Shovel. 


Re-enforced rolled sections 


E. GH, ped with where strength counts. 


A m ES New Ames Burntcote Handle 
SHOCK BAND Finish Optional. 


A light shovel makes light 
work. 


b 


) 


C AMES - 


Since 


C 1774 > 


0.AMES CO. 


PARKERSBURG, W.VA. NORTH EASTON, MASS. 
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A Year ‘Round Item that’s “Tops” for Christmas 


It's 
the 
POPULAR 


The Buch Junior is designed to deliver long service and 
stand up under hard usage. It is strong enough to support 


the weight of any person, young or old, that can sit in 

the tray. Besides being sturdy, it is safe. No sharp edges 

.». mo sharp projections to cut tender little hands. 
BARROW € 


The Buch Junior wheelbarrow is not just a 
toy, it is a real wheelbarrow “just like 
‘dad’s.” The tray is drawn from a single 
sheet of steel, with edge rolled to eliminate 
sharp edges. Handles and frame are made 
of 5%” O. D. steel tubing, and handles are 
equipped with rubber grips. Wheel is 
7” in diameter, painted aluminum, and 
equipped with a heavy duty solid rubber 
tire. Tray is painted red; handles are painted 
aluminum. Weight of barrow alone—514 
Ibs., overall dimensions when assembled— 
28” x 1334" x 1134”. 
Each barrow is individually packaged in a sturdy deco- 
é rated carton, suitable for shipping, and are packed 6 to 
MANUFACTURING CO. a master carton. 
ELIZABETHTOWN, PENNA. 
mem ee ee ee ee ee ee 
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“AMERICAN BRAND” 





Carton protects rope 
Rope stays clean 
Uncoils from carton 
No inner lashings 
Uncoils properly — 

no kinking 
Easy to handle and stock 


6 Sizes—10 Put-ups 

In Individual Cartons 
1/4”, 5/16”, 3/8”, 1/2” dia. in 
600 and 1200 foot coils — 5/8” 
and 3/4” dia. in 600 foot coils 
only. 


100 foot coils up 
to 1/2” dia. 













r------------ 


AMERICAN MANUFACTURING COMPANY Here is a. 
Noble & West Sts., Brooklyn 22, N. Y. ad experien 
Please send information about at will ans 
0) Rope In Cartons 0 Handy Coils One of the 
her in Hok 


MAIL COUPON NOW! Get complete information on 


“American Brand” Rope in Cartons. 


| 
AMERICAN MANUFACTURING COMPANY | 
Brooklyn 22, New York | 
| 
| 














: . Name a a a ae 
Tt. Sele te ee ee Re Tae” Cones y Charles 1 
Branch Factories: , iene Miiated wit 
St. Louis Cordage Mills, St. Louis 4, Mo. Address oth are sel: 
Delaware River Jute Mills, Philadelphia, Pa. City — Sense em individ: 
SALES OFFICES: hing that sp 


Besten * Chicago * Houston * New Orleans * Philadelphia * San Francisco mmm cme ee 


34 HARDWARE AGE, JULY 9, 1953 @@ARDWARE 


What About 


eeice! SELF-SERVICE? 


5S AONE SANE PE; 


GASKETS AT 
YOUR DSPOSAL 


FAY AS YoU LEAVE 





By R. S. Wild 
Merchandising Editor, Hardware Age 


Here’s how two Indiana hardware stores—one on 

a country highway—the other in an outlying, new 

business district—are being successfully merchan- 
dised almost entirely on self-service 


What is a self-service hardware store 
like? How far can self-service be car- 
ried out in a hardware store? 

Can as much as 75 pct of hardware 
store lines be sold in the self-service 
way? Does self-service actually cut 
down the number of sales people needed? 

Those are questions many hardware 
dealers are asking themselves today. 

Here is a first hand report of two stores that have 
ad experience with self-service merchandising, and 
at will answer some of these questions. 

One of the stores is in Merrillville, Ind., and the 
her in Hobart, Ind. Both are owned and operated 
y Charles Lennertz and Al Cornet as Ace Stores, 
filiated with the Ace Hardware Corp. of Chicago. 
oth are self-service with mass, open display, every 
’m individually priced, check-out counters—every- 
hing that spells out self-service to the customer. 
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Identified as the Lennertz Ace Hardware in both 
Merrillville and Hobart, the former store, which was 
opened about a year ago, has a selling area of 75x60 ft. 
This store was the testing laboratory for owners Len- 
nertz and Cornet. Its success led to the opening of the 
second self-service store at Hobart, just several weeks 
ago. The Hobart store has a sales area of 60x92 ft. 

In physical appearance there is little difference be- 
tween the two stores, and, in fact, there is little dif- 
ference between them and the conventional type of 
hardware store. The chief differences are some slight 
changes in fixture arrangement, and the type of check- 
out units used. 

For those who wonder how extensively a hardware 
store can be merchandised on a self-service basis these 
stores average, according to the owners, about 75 pct 
of their sales in that manner. Hundred per cent self- 
service isn't possible, they say, for certain lines that re- 
quire more servicing and sales information. 

For instance, in the Merrillville store with its nine 
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different merchandise departments, the housewares 
section rates 90 pct self-service as against 50 pct for 
tools. 

In the Hobart store, the overall percentage of self- 


service selling versus selling with service is slightly 
higher since it does not carry glass, pipe, and a few 
other service lines available at Merrillville. 

In the older store, too, experience has shown that the 
number of employees needed on the sales floor is 30 
pet less, the owners estimate, than would be needed for 
a store doing the same volume (annual volume is in 
six figures), but operating as a service hardware store. 
There, there are four employees, including a cashier. 

That number has been cut to two, including the 
cashier, at the Hobart store, with an extra added to 
help during the Saturday traffic peak. In slow periods, 
the cashiers at both stores can help on the sales floor 
if needed. 

With self-service, women employees work out well 
in any department in these stores. 


All Merchandise Is Priced 


The Merrillville store has 12 employees, including 
those who work off the floor in the warehouse section 
of the store that services both stores. Actually a por- 
tion of the warehouse personnel at Merrillville shouid 
be charged against the Hobart store since the person- 
nel performs many of the functions that normally 
would have to be performed at Hobart under other 
circumstances. 

Merrillville can be considered the nerve center for 
the operation. Stock deliveries are made ther: and the 
reserve stock warehoused there for both stores. It is 
at that store, too, that merchandise is priced before 
being put out on display in either of the stores. 

To handle this function, the Merrillville store has 
a large receiving and shipping room with mechanical 
labor-saving devices. There is a large upstairs stock- 
room for inventory not immediately required on the 
selling fioor. 

Pricing is done from invoices, and the price is 
stamped on each item, using the same type of marking 
device used by the food markets. Where it is not 
feasible to stamp the item with its price, such as on 
glass, a gummed label is used, or the price is marked 
on the item with a grease crayon. 

Reserve stock in the warehouse is generally not in- 
dividually priced until it is ready to go on display. This 
is done to avoid extra labor in taking care of price 
changes. 

Deliveries of merchandise from the Merrillville to 
the Hobart store are made once a day. In each store, 
the display shelves are checked at least once daily to 
make sure that the displays are properly and fully 
merchandised. 

With pricing so important to efficient self-service, a 
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ove—View of the new Hobart store as seen 
the entrance way. Note check-out counter 
oreground. 


t—Map shows locations of the two stores. 


ow—The Merrillville store, looking toward 
check-out counter that is visible just to left 
oor marked "'out."’ 


double system of price marking is used in most de- 
partments. First, each item is stamped or marked 
with the price so that the purchases can quickly and 
accurately be totaled up at the check-out counter. 

Second, on binned merchandise a metal price marker 
is used on each compartment, or a price ticket is af- 
fixed to the shelf molding as a guide for the shopper. 
That price ticket contains the suppliers’ stock number, 
the factory number, the name or description by size 
and the price of the item. 

This not only guides the customer, but also simplifies 
the inventorying and restocking of the display shelves. 

In the fixturing and lay-out of the stores—both were 
designed and fixtured by the Ace Merchandising Divi- 
sion—the most radical departure from the conven- 
tional lay-out of service hardware stores is the use of 
the check-out counter and the handling of the entrance 
and exit doors. 

A different check-out system is used in each of the 
stores. In the Merrillville store, traffic enters at one 
side of the store through a single, one-way entrance, 
plainly marked “In,” and leaves at the other side of 
the store, past the check-out counter and through a 
single, one-way door marked “Out.” 

In the Hobart store, customers enter and leave at 
the same point through double doors. However, entry 
is gained only through a one-way “In” door, and the 
exit is through a one-way “Out” door. 


Check-Out Is U-Shaped 


A pipe railing is also used at Hobart to mark off the 
check-out aisle from the entrance aisle. The check- 
out counter is stationed between the two aisles, and 
once past the cashier, theoretically the customer can’t 
re-enter the store except by going out into the street 
and back in through the entrance door. 

At this store, too, the check-out counter itself is a 
simple, U-shaped fixture, with the register placed at 
the bend of the U. Beneath the counter top are open 
shelves and compartments which contain wrapping 
and other supplies. 

At the Merrillville store, the check-out counter is a 
more elaborate unit with a power turntable to move the 
merchandise to within the cashier’s reach. There are 
no guide rails or barriers. 

Both check-out counter tops are used for small dis- 
plays of impulse items, and for the distribution of con- 
sumer catalogs and other consumer literature. 

At both counters, there are large poster signs telling 
the uninitiated that these are self-service hardware 
stores, and that baskets are available for shoppers’ use. 
Neon signs outside the stores also advertise self- 
service. 

Owners Lennertz and Cornet feel that for use in 
their hardware stores, light weight canvas baskets are 
superior to shopping carts. Carts, nevertheless are 
also available for those who may want or need them 
for extremely heavy or bulky merchandise. 

It has been the owners’ experience that most cus- 
tomers frequently will not pick up a basket or take a 
cart immediately upon entering the store. It is not 
until they have selected one or two items, and then 
decide to continue shopping that they return for a 
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SELF-SERVICE—continued 


All the views on this page are of the Merrillville store. 
Above is a view across the store. 


Right—The check-out counter with its power turntable. 
Co-owner Lennertz is at the register. 


Below, right—A tool fixture developed especially for 
self-service. 


Below—Islands, such as these, have adjustable shelv- 
ing to give flexibility for handling various types of 
merchandise. 
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SELF-SERVICE—continued 


Features of the Hobart store are shown on this page. 
View above is looking to the front of the store and 
the check-out. 


Left—Check out counter with re] rail separating the in 
and out doors. 


Lett, below—A complete electrical department, with 
small parts binned and priced. 








Below—Upper section of this paint fixture slopes for- 
ward; when can is removed from front, other cans 
slide down to keep front filled. 
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SELF-SERVICE 


continued 





basket. The contention is that mass, open display, and 
the fact that people can shop without a sales clerk 
hovering over them, induces them to buy more. 

It is also more convenient for the customer, the 
owners believe, to carry a basket than to push a cart 
through the aisles, which would have to be wide enough 
to allow two-way passage. 

Aisles at the Merrillville store are 4 ft wide, but 
they are several inches narrower at Hobart. Fixtures 
at both stores are of the same type, having been fur- 
nished by the Ace Merchandising Service. 

The floor fixtures are 8 ft long and 4 ft wide at 
the bottom, stepping up to provide four display levels. 
They are constructed so as to provide flexibility in 
shelf and display arrangements to accommodate dif- 
ferent types of merchandise. 

Each fixture serves as a display for related items 
within a single merchandise category, and each is iden- 
tified with a numeral so that shoppers can be quickly 
directed to any part of the store. Each fixture also 
has a small sign at the top—“Self-Service, Please Help 
Yourself.” 

There are some lines for which glass-enclosed fix- 
tures are used—power tools, electric housewares, small 
sporting goods, and paint brushes. Lennertz Ace 
Hardware has a three-fold reason for this. 

Primarily, the merchandise that is displayed under 
glass is of a type that must be kept clean and requires 
personal selling. Power tools, for instance, are dis- 
played in a glass case. 

Electric housewares are another line that the owners 
feel requires personal selling rather than self-service. 
Since some of the smaller sporting goods items, such 
as tackle, are too easily subject to pilferage, they are 
also displayed in a glass case. 

Bolts and nuts are sold from a large, multi-drawer 
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The Merrillville store front. 


wall cabinet. 
size, and price. 
than one size, or type, metal dividers are used, e 


divider then being appropriately labeled and priced. 
Nails are stored across the aisle from the bh 
Each bin is also clear 


cabinet in open metal bins. 
labeled and priced. A scale for weighing is provid 
along with different sizes of paper bags to enable ¢ 
tomers to serve themselves. 


Putting these departments on a self-service basi 


reports Mr. Lennertz, not only is a time saver, 
also leaves store personnel free to attend to oth 
duties; possibly helping a customer with a purchase 
higher unit value. Also, the customer who helps hi 
self in those departments also speeds his own shoppi 
time. 


Encourages Self-Service in Paints 


The paint departments of both stores feature 
specifically designed wall fixture, the top section 
which is set at a foreward sloping angle. Small gs 
cans are displayed in this upper section, and as # 
first can is removed, the stock behind it slides forw 
on wooden tracks. 


This automatically keeps the front of the disp 
completely filled and also insures that the older st 
will be sold first since the display is restocked fromt 
rear. 

In fact, wall cases on both sides of the store are 
out from the building walls to provide two long, narr 
stockrooms. In that part of the stockroom which 
behind the paint display, reserve paint stocks 
stored in bins built along the building wall. 

This reserve paint is arranged to correspond w 
the paint on display to make it easier to keep it ct 
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actly stocked. Since clerks refilling the paint display 
ee only the back of the cans, color swatches are pasted 
n the shelving as a guide. 

The customer makes the proper selection of colors 
rom the can’s label. The paint is priced on the shelves 
if the wall display. 

Built into one end of the fixture is a special brush 
abinet, enclosed by sliding glass panels. The brushes 
re displayed against perforated board, and are 
rightly lighted by fluorescents. 


Self-Service Paint Selling 


It is Mr. Cornet’s contention that self-service can 
ffectively be used in selling paints, for today many 
eople are better informed about painting techniques. 
n cases where painting advice need be given, after the 
rst trip, the customer usually is able to proceed on 
is own and serve himseif from the display. 

The location of most departments in the stores do 
ot change except in the case of highly seasonal mer- 
handise. Housewares, tools, paints, electrical goods, 
nd several other staple lines are always displayed in 
he same place in the store. 

However, two or three display islands toward the 
ront are used for seasonal display promotions. These 
hange from toys, to lawn and garden goods, or which- 
ver items have seasonal demand. 

The wrapping of customers’ purchases at the check- 
ut counters appears to be a minor problem at Len- 
hertz Ace Hardware. Experience has already shown 
hat many customers do not require large items to be 
rapped. They are willing to carry them to their cars 
as is.” Parking facilities are good at both stores. 


For small items, both wrapping paper and paper 
bags are stored at the check-out counters. The cashier, 
most times, is able to do the wrapping without help of 
any kind. 

In the handling of items such as glassware, while 
sets are removed from their cartons for display pur- 
poses, several full cartons are neatly stacked on the 
floor at the point-of-display. The customer then need 
only pick up the carton and put it into the basket or 
cart, and the cashier need not be troubled about addi- 
tional wrapping for the purchase. 

Pilferage, according to owners Lennertz and Cornet 
is negligible. They feel that in a self-service store 
there are psychological factors that cut down the temp- 
tation to pilfer. 

The stores, because they are self-service hardware 
stores, have proved to be their own traffic draws, the 
management believes. Nevertheless, out-of-store pro- 
motions, consisting of consumer catalog mailings and 
newspaper advertising, are used. 

Also, to take advantage of super-market shopping 
and traffic, the stores keep the same selling hours as 
the markets. They are open on Sunday morning too. 

The newest of the two stores, the Lennertz Ace Hard- 
ware in Hobart, Ind., is in a newly developed business 
block in an outlying section of the town, and shares its 
block with a new, large self-service food market. 
Eventually, the neighborhood will be a one-stop shop- 
ping center composed of stores of all types—and all 
self-service. 

One of the owners of the stores described in 
this article tells of his personal experiences 
with self-service on the following pages. 
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Floor plan of the Hobart store 
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SELF-SERVICE 


By A. L. Cornet, Lennertz Ace Hardware, Merrillville, Ind. 


On the preceding pages you read the details of the 

self-service operations of the Lennertz Ace Hard- 

ware stores. Now read, here, the personal opinions 

of one of the owners of these stores. You’ll find 

very valuable and helpful information on self- 
service in this article. 


For eight years I conducted an 
orthodox, service-type retail hard- 
ware store in a northern suburb of 
Chicago. 

During those years I often toyed 
with the idea of owning a self- 
service hardware store. I gave 
much thought to its possibilities 
and advantages. 

A year ago my partner and I 
opened the first self-service store 
in the Ace Hardware Corp. It is 
located in Merrillville, Ind., about 
five miles south of Gary. This store 
is described in the article on the 
preceding pages. 

This new store averages 75 pct 
self-service; certain departments 
require more advice and technical 
aid than others. The housewares 
department shows 90 pct self-ser- 
vice; the hardware department 
about 50 pet. We have nine depart- 
ments in this store. 

We have read in the past in our 


business magazines, discussions of 
self-service hardware selling that 
suggested that the three basic ad- 
vantages that might be obtained 
with self-service are: fewer em- 
ployees, greater volume, and mod- 
ern selling concepts. 

Our experience has been that 
these goals are realized. In addi- 
tion, we have learned that women 
salespeople are very satisfactory 
in any department in our self- 
service operation. 

With a little training and only 
a year’s experience, our sales 
women can give advice in the 
plumbing and electric departments 
as well as most men. They can cut 
glass, wire, etc., understand fish- 
ing equipment and are efficient in 
every department. There is a defi- 
nite payroll advantage in this 
respect. 

We have learned that two women 
and one male clerk in self-service 
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The check-out counter at the Hobart Store. Since this photo was taken, the railing on which the young 
lady is exercising has been extended further into the store. 


is equivalent to three women and 
two male clerks in a services-type 
store. 

Our store is departmentalized, 
as all hardware stores should be. 
This is one of the most important 
elements of self-service. In a few 
short trips the customer becomes 
familiar with the lay-out of the 
merchandise. This minimizes the 
need for assistance from clerks, 
allowing the clerks more time for 
other customers who demand at- 
tention. 

We keep an accurate account of 
the sales volume of each depart- 
ment. The cash register shows the 
department of each sale. 

We have sales meetings regu- 
larly with the personnel to discuss 
increasing sales in the slow de- 
partments. The clerks, knowing all 
departments, often suggest good 
and financially sound ideas, re- 
duction sales, mass displays or 
more advertising promotions. 

Let us consider self-service from 
the customer’s point of view. We 
have found people very receptive 
to self-service. They feel free to 
amble about the store at their lei- 
sure and not followed by a clerk. 
They enjoy selecting and buying 
items, which they might do with- 
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out and would put off buying un- 
der other conditions. 

As they enter our store, the first 
thing that meets their view is a 
rack of metal bottomed baskets, 
which they can hang on their arm 
to carry their selections. 

These baskets are folded and in 
a rack that takes up only 1 sq. ft. 
of store space. 

Should a customer contemplate 
larger purchases, there are carts 
available, the type used in grocery 
stores. The customer who is in a 
hurry can come into the store, 
make his selection, check it out 
with the cashier, and be on his 
way in a matter of minutes. 


70 Pct. Are Women 


During the week, 70 pct of our 
customers are women, who know 
what they want, but also shop for 
the man or mechanic of the house, 
who has given her a sketch or a 
list of material he needs to com- 
plete a project he has planned for 
that evening. 

I have seen many women pick 
out pipe fittings and electrical 
items, which are properly labeled 
in their respective bins and also 
legibly priced for both the cus- 
tomer and cashier. 


It is very satisfying that many 
manufacturers today are putting 
their products in package forms, 
making them adaptable to self- 
service. Such products as nails, 
screws, bolts, hinges, V-belts, 
sand-papers, etc., are coming to 
us in cellophane wrappers, or 
clearly marked boxes of small 
sizes. These are easily stamp- 
priced and displayed on tables for 
the selection of the customer. 

We feel that self-service is just 
as important in our business as 
the self-starter in the automobile 
industry, or the advancement of 
transportation, streamlining store- 
fronts and modernizing store fix- 
tures. It is another step forward 
in the competitive field of mer- 
chandising. 

We have eliminated the confu- 
sion of deciding which customer 
comes next. They soon learn that 
they are welcome to help them- 
selves and can check out with the 
cashier as fast as they wish. One 
week-end last spring we put more 
than 2000 customers through our 
check-out with only four clerks on 
the floor. That would be impos- 
sible in the service type of store. 

There are some items that can- 

(Continued on page 60) 
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Here is the promotion 
program of Canton 
Hardware that earned 
national recognition for 
these stores in the 1953 
Brand Names Competi- 
tion. 





Canton Hardware profits from 


Brand Name 


Selling 





The larger of the 
Canton Hardware 
Co. stores in Can- 
ton, O. Another is 
operated in nearby 
Massilon. 


Canton Hardware, Canton, 0O., 
which took third place honors in 
this year’s Brand Name Retailer- 
of-the-Year Competition (see HA, 
April 30, p. 198), is one of the 
country’s larger hardware firms, 
but the methods which it uses to 
promote its business can be easily 
adapted by other hardware stores. 

For many years, Canton Hard- 
ware Co. has won recognition 
among manufacturers and in the 
business press for the quality and 
success of its merchandising pro- 
motions. 

This success has. not _ been 
achieved by spasmodic inspiration 
or the use of high-pressure meth- 
ods, but rather by adherence to a 
well-tested merchandising and ad- 
vertising program that is followed 
month-by-month, with emphasis on 
nationally-known brands. 

The excellence of this company’s 
merchandising program reflects the 
retailing know-how of Otho H. 
Morgan, its retail manager. 

Canton Hardware has been serv- 
ing Canton and neighboring Massil- 
lon with brand name products for 
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nearly a century, the company hav- 
ing originated about 1865. The two 
stores in Canton and one in Massil- 
Jon, serve a 20-mile radius that en- 
compasses a highly industrialized 
area. 

“Experience has taught us,” Mr. 
Morgan asserts, “that known 
brands require less selling time, 
provide faster turn-over and re- 
quire fewer markdowns and ad- 
justments. Careful, consistent plan- 
ning of specific brand promotions 
has proved a most. successful 
formula.” 

Mr. Morgan points out that his 
company, last year, switched from 
one line of major appliances to 
another line, produced by the same 
corporation, and made to almost 
identical specifications, simply be- 
cause the latter line has the benefit 
of heavy national advertising. “It 
seemed easier to swim with the 
Brand Names tide than to attempt 
to change the minds of our cus- 
tomers,” observed Mr. Morgan. 


Local Tie-ins Help 


“Successful brand name manu- 
facturers,” the retail manager con- 
tinues, “are in a position to offer 
more assistance in the way of sell- 
ing aids, displays and advertising 
cooperation. Local tie-in with the 
national effort is rewarding for 
both dealer and manufacturer. 

“Canton Hardware is indebted to 
brand name manufacturers and to 
promotional departments of leading 
Magazines for the materials and 
ideas so generously contributed, 
thus aiding us in keeping our dis- 
play costs at a minimum and pro- 
moting better seliing techniques.” 

Here are some of the numerous 
methods used by Canton Hardware 
that won it a top honor in the Brand 
Names contest, and which keeps its 
stores foremost in the minds of 
Canton consumers: 





This is the third in a@ series of 
articles describing the promotion 
programs of stores that won awards 
in the 1953 Brand Names Competi- 
tion. The first article covered 
Schlafer’s, Inc., (HA, June 11, p. 
53); the second covered Jackson 
Hardware (HA, June 25, p. 62). 
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Otho H. Morgan, left, retail manager of Canton Hardware, accepts 
the Brand Names Foundation's "Certificate of Distinction" from 


John W. Hubbell, of the Foundation. 


Newspaper Advertising.—Media- 
wise, preference is for newspaper 
advertising. 

Experience has taught this com- 
pany that Sunday advertising pays 
bigger dividends. Sunday advertis- 
ing promotes Monday night shop- 
ping. Unless there is a_ specific 
brand name promotion in progress, 
Sunday advertising is of a general 





nature intended to build Monday 
night traffic for all departments. 
Special promotions are adver- 
tised throughout the week in an 
attempt to keep the firm’s name be- 
fore the buying public every day in 
some form, whether it be display, 
classified, or front page liners. 
The procedure followed to intro- 
duce new merchandise is usually a 


<< 


This view of one of three Canton Hardware Co.'s stores shows how 
nationally known brands are featured. 




















Mass displays of known brand lines, such as these, make Canton 
customers conscious that the store stocks top quality lines. 


series of ads, with direct mail tie- 
in, and window and counter dis- 
plays. 

Appliance advertising follows 
closely the manufacturer’s adver- 
tising plan, so as to derive the 
greatest benefit locally from na- 
tional promotion. 

Radio Broadcasts.—Radio is used 
to supplement newspaper advertis- 
ing, with general promotion 
through a morning sports broad- 
cast. Specific brand name promotion 
takes the form of spot announce- 
ments on Tappan, Leonard, Kel- 
vinator and Westinghouse. 


4h 





Yellow Page Advertising.—Brand 
name trademark headings in tele- 
phone classified directories are 
listed with other leading retail out- 
lets. The store’s product lines are to 
be found in practically every pos- 
sible classification. 

Billboard Advertising.—Billboard 
advertising, thus far, has been 
limited to range posters, used in the 
spring and fall. Tie-in with the 
local gas company’s billboards at 
the same time gives additional play 
on this line of ranges. 

Direct Mail.—Direct mail plays 
an important part in the firm’s ad- 





vertising program. It has been most § 


successful when it uses a select 
prospect list. All mailings, includ. 
ing statements, contain manufac. 
turers’ literature of a seasonal 
nature. 

This company uses mail promo. 
tions continuously throughout the 
year, using such matter as catalogs, 
gift suggestions, new product an. 
nouncements and reminder adver. 
tising. 

Westinghouse monthly direct 
mail promotions are made to names 
supplied from the firm’s own pros- 
pect list. 

Each new bride that the firm is 
able to learn about through daily 
scrutiny of the society pages of the 
newspapers, receives an attractive 
Bride’s Book, accompanied by a dig. 
nified engraved card which invites 
the bride to become acquainted with 
Canton Hardware. 


Furnish Entertainment 


Public Relations.—The public re- 
lations program of this company 
encompasses a diversified range of 
activities that is carried out con- 
tinuously. Movies, which are gen- 
erally supplied by manufacturers, 
are shown to service clubs and civic 
meetings. Sporting goods personnel 
continually show sports movies to 
PTA groups, manufacturing com- 
panies, sports clubs, veterans clubs, 
and the like. 

The Girl Scouts were given a 
cooking demonstration in one of the 
Canton stores, and were presented 
with cook books to help them earn 
their cooking badges. 

Sports programs are supported 
with advertisements of nationally 
advertised equipment. All of the 
fishing and hunting fees collected 
by Canton Hardware are divided 
among local sportsmen’s clubs for 
restocking purposes. 

Brand new Tappan ranges are 
placed annually in the home eco- 
nomics classes in the high schools. 
These ranges remain only a year, 
then are picked up by the company 
and are resold. 

The company distributes bicycle 
safety booklets through the police 
to children when they apply for 
licenses. 

Sports equipment is donated to 
Little League teams. 

A casting hoop was donated for 
city park use. The company par- 
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ticipates in Canton’s fishing rodeo 
for boys and girls by giving instruc- 
tions and donating prizes and 
equipment. 


Trophies Are Donated 


The Canton Tennis Tournament 
is sponsored by Canton Hardware 
and the city recreation department. 
Trophies are donated and presented 
by the head of the firm. The com- 
pany provides balls and racquets for 
the Stark County Tennis Tourna- 
ment. 

The Massillon store of the com- 
pany last year conducted a casting 
school in the high school and at the 
YMCA, with the store providing 
the equipment and fishing instruc- 
tion booklets. 

Canton Hardware was one of the 
sponsors of the State Scholastic 
Football Clinic, held at Massillon, 
with all coaches from the county in 
attendance. 

A Columbia _ Bicycle-sponsored 
cross-country bicycle tour by two 
boys from Pittsburgh included the 
Canton firm among the dealer stop- 
overs. The Mayor presented the 
boys with the key to the city, the 
radio station interviewed the boys, 
and Canton Hardware dined them. 

Canton Hardware participates, 
with 19 other retail firms, in spon- 
soring a hostess who visits all new 
residents. A coupon, which the 
hostess presents to the new neigh- 
bors, entitles them to a free map of 
Canton. A follow-up letter from the 
store acquaints the newcomers with 
the company. When they visit 
either of the Canton stores they are 
introduced to various members of 
the sales force, so that they will 
feel welcome on their next visits. 

Sales Training.—To the end that 
Canton Hardware personnel might 
be better qualified in public rela- 
tions, the company made it possible 
for 42 of its employees to take a 
Dale Carnegie course. 

Monthly promotional meetings 
are held with department heads and 
the company management explain- 
ing new products and monthly pro- 
motions. Frequently factory repre- 
sentatives are invited to make 
demonstrations or sales talks. 

Articles from business publica- 
tions are sometimes reviewed. A 
popular feature at these meetings, 
last year, was a “Stump the Ex- 
perts” program in which questions 
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were fired at department heads in 
an attempt to stump them on their 
knowledge of store merchandise. 

Movies are a regular feature of 
the staff meetings, with such films 
being shown as “Northwest to 
Alaska,” donated by Northwest Air- 
lines and featuring Sheakespeare 
fishing equipment. A Kwik-Set film 
on locks was also used. 

Early Monday morning “Selling 
Tool” meetings were held for the 
purpose of giving store personnel 
their weekly sales tool on which to 
concentrate as a means to more ef- 
fective selling. 

Thursday mornings are reserved 
for weekly major appliance meet- 
ings conducted by manufacturers’ 
representatives. 


Weekly Store Meetings 


On Saturday mornings, weekly 
general company meetings are held. 
These are also conducted by manu- 
facturers’ representatives. From 
time to time trips are also sched- 
uled to local manufacturing plants. 

Employee letters are distributed 
from time to time and these con- 
tain new product information. 
Manufacturers’ literature and prod- 
uct bulletins are also distributed to 
employees, to advance their sale 
knowledge. 

Occasionally a dealer-manufac- 
turer dinner meeting is held, when 
a new line of importance is taken 
on. 


Store Demonstrations.—To ac- 
quaint the public with new items, 
factory-conducted demonstrations 
are held, one of the most successful 
being Shavemaster clinics at which 
free adjusting and oiling is offered. 

The House of Herbs Tasting 
Spree demonstration won national 
recognition in Hardware Age, last 
year. 


Manual Training Course 


Woodworking demonstrations and 
schools have been most popular. A 
Delta woodworking course of six 
weeks was offered free of charge to 
anyone who cared to attend. It was 
held in the tool department and was 
conducted by a manual training in- 
structor from the public schools. 
Porter-Cable also conducted a suc- 
cessful wovudworking demonstration. 

Sunbeam full-line demonstrations 
were popular. 

Clothes-washing demonstrations 
in Westinghouse Laundry Twins re- 
ceived a good public response, es- 
pecially when the store offered 
Monday wash done free of charge. 
Other store demonstrations in- 
cluded cooking and paint-mixing. 

Special Promotions.—Fairs, home 
building shows, food shows and the 
like always find Canton Hardware 
displaying and demonstrating na- 
tionally branded items. 

Some 50,000 visitors to the firm’s 
exhibit at the American Kitchen 

(Continued on page 58) 
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Brand names are advertised in almost every possible 
classification in the Yellow telephone directory. These 
are only a few. 
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Demonstrations 


Sell Power Tools 


Six-time turnover 





Store and home demonstrations help Missouri 

dealer turn a $2,000 power tool stock six times 

annually. Turns $500 accessory inventory on 
an average of three times yearly 





Mr. Dickey, right, shows an interested prospect how a 5-in-| 
unit may be used in a sawing operation. 


Good in-store demonstrations, 
trial home demonstrations and con- 
venient time-payment plans all help 
Dickey Hardware in Independence, 
Mo., get six turnovers a year on a 
$2,000 inventory of power tools. 
And the firm makes three or more 
turns on a $500 accessory stock. 

William D. Dickey, owner of the 
store, says, “If we give a customer 
our word that a piece of equipment 
will do a certain job, he knows that 
we have tried the unit to see just 
what it will do. 

“We are selling four or five 
¥4-in. drills each month, as com- 
pared with one a month a few years 
ago. The fact that skilled labor is 
so expensive and scarce forces 
more homeowners to do their own 
work. Professional men who are 
continually making additions to 
their home workshops are a good 
source of business. They want and 
will pay for the best equipment. 
If it is an 8-in. power saw, they 
will usually select one selling for 
about $135. 

“We do not overlook the fact 
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that women play a prominent part 
in helping us to sell power tools. 
When wives come into the store, we 
make it a practice to point out, and 
demonstrate, various tools to them. 
Most wives encourage their hus- 
bands to take up woodworking as 
a hobby. 

“Frequently it is his wife who 
sells a man on the idea of setting 
up a complete homeworkshop. She 
has several reasons. She realizes 
that use of the equipment will save 
money in bills for carpenters and 
mechanical services, and that it will 
be a means of keeping her husband 
at home nights.” 

A particularly good seller is a 
combination power tool outfit priced 
at $225. Cabinet makers and home 
workshop fans are good prospects 
for such equipment. Maintaining 
an ever-changing display, with all 
equipment connected and ready for 
demonstration, is one means of at- 
tracting the attention of many 
store visitors. 


Units Demonstrated 


The 5-in-1 unit is set up one day 
so that the complete drill press may 
be demonstrated. The following 
day the medium size drill press and 
shaper is spotlighted. ; 

On other occasions an 8-in. tilt- 
ing arbor saw is given a top spot 
in the front-of-the-store display 
area. 

“Since everything is hooked up 
and ready to go, no time is wasted 
in starting a demonstration,” says 
Mr. Dickey. “Atmosphere is a big 
factor in selling power equipment. 
We always have some wood shavings 
on the floor and use aromatic woods, 
including cedar and some white 
pine, to create appropriate atmos- 
phere. 

“Tf we have a power saw hooked 
up we demonstrate how it cuts on 
a 45-deg. angle and cite the depth 
of the cut to the prospect. A 2x4-in. 
piece of lumber is kept near the 
display area for use in a demon- 
stration.” 

Getting equipment into a home 
and in the hands of a prospect is 
an important step in clinching a 
sale, according to Mr. Dickey and 
Elvin Kettlewell, his chief assis- 
tant. Professional craftsmen are 
permitted to try the equipment on 
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A complete display of accessories helps make extra sales 


a job. Amateurs are also encour- 
aged to have power tools in their 
own workshops on trial. In many 
instances these out - of - the - store 
trials result in sales. 

Every effort is made to sell the 
beginner in power tool use some 
good equipment at the start. If 
he is pleased with his initial pur- 
chase he soon becomes a good pros- 
pect for other equipment. 

The firm sponsors a one-day fac- 
tory demonstration on power tools 
four times a year, a large area in 
front of the store being cleared for 
this promotion. 

The big demonstrations are pub- 
licized in a series of four four col- 


umn by 6-in. ads in a local news- 
paper. The owner also makes 
phone calls to prospects he knows 
are keenly interested in home 
workshop equipment. He also an- 
nounces the demonstrations at 
Chamber of Commerce and Lions 
Club meetings. Personal invita- 
tions are issued to manual training 
instructors in local high schools, 
with the suggestion that they invite 
their students to the exhibit. 
“Response to these promotions,” 
says Mr. Dickey, “is excellent. We 
never fail to have crowds of people 
all day during the demonstration 
periods. Usually at least five high 
(Continued on page 62) 





Selling a housewife on the advantages of power tools is 
a way of influencing the purchase of these units. 
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Speakers at the joint opening session: Left to right, Charles E. Nash of Nash Hardware Co. 





and president of the Southern Wholesale Hardware Assn.; C. Stanly Roberts, Jr. of Roberts, 

Sanford & Taylor Co., who presided at the meeting; C. Earl Stafford of the Stanley Works, 

retiring president of the Texas Hardware Boosters Club; A. O. Beyer, general salesmanager 

of Coleman Co. and principal speaker at the session; H. B. Megran, president of Starline, 
Inc., and president of the American Hardware Manufacturers Assn. 


The importance of doing a more 
thorough selling job keynoted the 
annual convention of the Texas 
Wholesale Hardware Assn., held re- 
cently at San Antonio, Texas. 

Speakers at various sessions em- 
phasized the growing competition 
facing all segments of the hard- 
ware trade, a trend that will de- 
mand more stress on service and 
more intelligent salesmanship. 

Reduction of operating costs was 
another subject explored in detail 
at the meeting. 

The convention, attended by some 
500 persons, combined business ses- 
sions with an outstanding enter- 
tainment program arranged by the 
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Texas Hardware Boosters Club. In 
addition to members of the Texas 
associations, the convention was at- 
tended by a large number of execu- 
tives of manufacturing companies 
from all over the country. 

Election of officers at the busi- 
ness meetings of the two Texas 
groups saw G. Stanly Roberts, Jr. 
of Roberts, Sanford & Taylor Co., 
installed as president of the Texas 
Wholesale Hardware Assn., and 
Charles F, Lanter of Colorado Fuel 
& Iron Corp. named as president of 
the Texas Hardware Boosters Club. 

Mr. Roberts, the new president 
of the wholesale group, in discuss- 
ing the outlook for business, said 


he felt that while the drought has 
seriously affected business in some 
areas of Texas, he could see no 
cause for a general decline in the 
future. 

To the contrary, he said, Texas 
still is an expanding market and 
will be for many years to come. 
However, he pointed out, whole- 
saling is entering a period of stiff 
competitive selling where service 
and sales training is going to pay 
off. The importance of having 
salesmen well trained in product 
knowledge is now more important 
than ever, the new president em- 
phasized. 

The steadily rising costs of do- 
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Speakers emphasize need for better service, 


more intelligent selling to meet growing 


competitive conditions. Roberts elected 


president of wholesalers’ group; 


heads Boosters. 


ing business is making both whole- 
salers and retailers very margin 
minded, Mr. Roberts reported, and 
consumers, too, appear to become 
more price conscious. He expres- 
sed concern over the continued ris- 
ing trend in manufacturers’ lists. 

Wholesalers are attacking the 
problem of rising operating costs 
very aggressively, he added, by 
close scrutiny of warehousing pro- 
cedures, office methods, etc. 

Mr. Roberts announced that next 
year’s convention will be held in 
Galveston, June 17 to 19. 

The opening session of the con- 
vention, a joint meeting of the 
wholesalers and boosters, was ad- 
dressed briefly by Herbert B. Me- 
gran of Starline, Inc., president of 
the American Hardware Manufac- 
turers Assn. Mr. Megran decried 
the pessimism that seems to blanket 
some businessmen these days. 

Predictions of a depression, he 
said, are being based on inaccurate 
and inadequate information. Amer- 
ica is still a nation with a dynamic 
economy, the AHMA president as- 
serted, and although we will face 
adjustments in the future, all the 
factors needed to maintain a con- 
tinued high level of business ac- 
tivity are strongly in evidence. 
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Lanter 


Charles E. Nash of Nash Hard- 
ware Co. and president of the 
Southern Wholesale Hardware 
Assn. brought to the meeting the 
greetings and good wishes of the 
members of the southern group. 

The principal address at this 
meeting was made by A. O. Beyer, 
general sales manager of the Cole- 
man Co., Inc. Selling, Mr. Beyer 
told the meeting, is confronted with 
the greatest challenge of all times. 
In meeting this challenge salesmen 
must never forget that while they 
have definite rights, they also have 
definite obligations to meet. 

One of these obligations, the 
speaker emphasized, is to assure 
that the products of America’s 
great productive system is effi- 
ciently and quickly made available 
to consumers, 

Selling this productive capacity 
is the surest way to protect Amer- 
ica’s strength, Mr. Beyer said, for 
in this productive ability lies the 
nation’s true strength. 

There is also a vital need for real 
salesmanship at the national politi- 
cal level, Mr. Beyer pointed ‘out. 
America has been consistently out- 
sold by Russia in the past, Mr. 
Beyer warned. However, he added, 
he believes that the men in Wash- 





The new president of the 
Texas Wholesale Hardware 
Assn. is C. Stanly Roberts, 
Jr., vice-president of Rob- 
erts, Sanford & Taylor Co., 


Sherman, Texas. 





Elected president of the 


Texas Hardware Boosters 

Club was Charles F. Lanter 

of Colorado Fuel & Iron 
Corp. 
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SELF-SERVICE 


By A. L. Cornet, Lennertz Ace Hardware, Merrillville, Ind. 


On the preceding pages you read the details of the 

self-service operations of the Lennertz Ace Hard- 

ware stores. Now read, here, the personal opinions 

of one of the owners of these stores. You’ll find 

very valuable and helpful information on self- 
service in this article. 


For eight years I conducted an 
orthodox, service-type retail hard- 
ware store in a northern suburb of 
Chicago. 

During those years I often toyed 
with the idea of owning a self- 
service hardware store. I gave 
much thought to its possibilities 
and advantages. 

A year ago my partner and I 
opened the first self-service store 
in the Ace Hardware Corp. It is 
located in Merrillville, Ind., about 
five miles south of Gary. This store 
is described in the article on the 
preceding pages, 

This new store averages 75 pct 
self-service; certain departments 
require more advice and technical 
aid than others. The housewares 
department shows 90 pct self-ser- 
vice; the hardware department 
about 50 pct. We have nine depart- 
ments in this store. 

We have read in the past in our 


business magazines, discussions of 
self-service hardware selling that 
suggested that the three basic ad- 
vantages that might be obtained 
with self-service are: fewer em- 
ployees, greater volume, and mod- 
ern selling concepts. 

Our experience has been that 
these goals are realized. In addi- 
tion, we have learned that women 
salespeople are very satisfactory 
in any department in our self- 
service operation. 

With a little training and only 
a year’s experience, our sales- 
women can give advice in the 
plumbing and electric departments 
as well as most men. They can cut 
glass, wire, etc., understand fish- 
ing equipment and are efficient in 
every department. There is a defi- 
nite payroll advantage in _ this 
respect. 

We have learned that two women 
and one male clerk in self-service 
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The check-out counter at the Hobart Store. Since this photo was taken, the railing on which the young 








lady is exercising has been extended further into the store. 


is equivalent to three women and 
two male clerks in a services-type 
store. 

Our store is departmentalized, 
as all hardware stores should be. 
This is one of the most important 
elements of self-service. In a few 
short trips the customer becomes 
familiar with the lay-out of the 
merchandise. This minimizes the 
need for assistance from clerks, 
allowing the clerks more time for 
other customers who demand at- 
tention. 

We keep an accurate account of 
the sales volume of each depart- 
ment. The cash register shows the 
department of each sale. 

We have sales meetings regu- 
larly with the personnel to discuss 
increasing sales in the slow de- 
partments. The clerks, knowing all 
departments, often suggest good 
and financially sound ideas, re- 
duction sales, mass displays or 
more advertising promotions. 

Let us consider self-service from 
the customer’s point of view. We 
have found people very receptive 
to self-service. They feel free to 
amble about the store at their lei- 
sure and not followed by a clerk. 
They enjoy selecting and buying 
items, which they might do with- 
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out and would put off buying un- 
der other conditions. 

As they enter our store, the first 
thing that meets their view is a 
rack of metal bottomed baskets, 
which they can hang on their arm 
to carry their selections. 

These baskets are folded and in 
a rack that takes up only 1 sq. ft. 
of store space. 

Should a customer contemplate 
larger purchases, there are carts 
available, the type used in grocery 
stores. The customer who is in a 
hurry can come into the store, 
make his selection, check it out 
with the cashier, and be on his 
way in a matter of minutes. 


70 Pct. Are Women 


During the week, 70 pct of our 
customers are women, who know 
what they want, but also shop for 
the man or mechanic of the house, 
who has given her a sketch or a 
list of material he needs to com- 
plete a project he has planned for 
that evening. 

I have seen many women pick 
out pipe fittings and electrical 
items, which are properly labeled 
in their respective bins and also 
legibly priced for both the cus- 
tomer and cashier. 


It is very satisfying that many 
manufacturers today are putting 
their products in package forms, 
making them adaptable to self- 
service. Such products as nails, 
screws, bolts, hinges, V-belts, 
sand-papers, etc., are coming to 
us in cellophane wrappers, or 
clearly marked boxes of smal] 
sizes. These are easily stamp- 
priced and displayed on tables for 
the selection of the customer. 

We feel that self-service is just 
as important in our business as 
the self-starter in the automobile 
industry, or the advancement of 
transportation, streamlining store- 
fronts and modernizing store fix- 
tures. It is another step forward 
in the competitive field of mer- 
chandising. 

We have eliminated the confu- 
sion of deciding which customer 
comes next. They soon learn that 
they are welcome to help them- 
selves and can check out with the 
cashier as fast as they wish. One 
week-end last spring we put more 
than 2000 customers through our 
check-out with only four clerks on 
the floor. That would be impos- 
sible in the service type of store. 

There are some items that can- 

(Continued on page 60) 
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| Here is the promotion 
| program of Canton 

Hardware that earned 
national recognition for 
these stores in the 1953 
Brand Names Competi- 
tion. 








Canton Hardware profits from 


Brand Name 


elling 







‘CERTIPIC NATE | 


q “avr | 
— 


The larger of the 
Canton Hardware 
Co. stores in Can- 
ton, O. Another is 
operated in nearby 
Massilon. 


Canton Hardware, Canton, 0O., 
which took third place honors in 
this year’s Brand Name Retailer- 
of-the-Year Competition (see HA, 
April 30, p. 198), is one of the 
country’s larger hardware firms, 
but the methods which it uses to 
promote its business can be easily 
adapted by other hardware stores. 

For many years, Canton Hard- 
ware Co. has recognition 
among manufacturers and in the 
business press for the quality and 
success of its merchandising pro- 
motions. 

This has not been 
achieved by spasmodic inspiration 
or the use of high-pressure meth- 
ods, but rather by adherence to a 
well-tested merchandising and ad- 
vertising program that is followed 
month-by-month, with emphasis on 
nationally-known brands. 

The excellence of this company’s 
merchandising program reflects the 
retailing know-how of Otho H. 
Morgan, its retail manager. 

Canton Hardware has been serv- 
ing Canton and neighboring Massil- 
lon with brand name products for 


won 


success 
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nearly a century, the company hav- 
ing originated about 1865. The two 
stores in Canton and one in Massil- 
Jon, serve a 20-mile radius that en- 
compasses a highly industrialized 
area. 

“Experience has taught us,” Mr. 
Morgan asserts, “that known 
brands require less selling time, 
provide faster turn-over and re- 
quire fewer markdowns and ad- 
justments. Careful, consistent plan- 
ning of specific brand promotions 
has proved a most. successful 
formula.” 

Mr. Morgan points out that his 
company, last year, switched from 
one line of major appliances to 
another line, produced by the same 
corporation, and made to almost 
identical specifications, simply be- 
cause the latter line has the benefit 
of heavy national advertising. “It 
seemed easier to swim with the 
Brand Names tide than to attempt 
to change the minds of our cus- 
tomers,” observed Mr. Morgan. 


Local Tie-ins Help 


“Successful brand name manu- 
facturers,” the retail manager con- 
tinues, “are in a position to offer 
more assistance in the way of sell- 
ing aids, displays and advertising 
cooperation. Local tie-in with the 
national effort is rewarding for 
both dealer and manufacturer. 

“Canton Hardware is indebted to 
brand name manufacturers and to 
promotional departments of leading 
Magazines for the materials and 
ideas so generously contributed, 
thus aiding us in keeping our dis- 
play costs at a minimum and pro- 
moting better selling techniques.” 

Here are some of the numerous 
methods used by Canton Hardware 
that won it a top honor in the Brand 
Names contest, and which keeps its 
stores foremost in the minds of 
Canton consumers: 





This is the third in a series of 
articles describing the promotion 
programs of stores that won awards 
in the 1953 Brand Names Competi- 
tion. The first article covered 
Schlafer’s, Inc., (HA, June 11, p. 
53); the second covered Jackson 
Hardware (HA, June 25, p. 62). 
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Otho H. Morgan, left, retail manager of Canton Hardware, accepts 
the Brand Names Foundation's ‘Certificate of Distinction’ from 


John W. Hubbell, of the Foundation. 


Newspaper Advertising.—Media- 
wise, preference is for newspaper 
advertising. 

Experience has taught this com- 
pany that Sunday advertising pays 
bigger dividends. Sunday advertis- 
ing promotes Monday night shop- 
ping. Unless there is a_ specific 
brand name promotion in progress, 
Sunday advertising is of a general 


nature intended to build Monday 
night traffic for all departments. 
Special promotions are adver- 
tised throughout the week in an 
attempt to keep the firm’s name be- 
fore the buying public every day in 
some form, whether it be display, 
classified, or frent page liners. 
The procedure followed to intro- 
duce new merchandise is usually a 





This view of one of three Canton Hardware Co.'s stores shows how 
nationally known brands are featured. 























Mass displays of known brand lines, such as these, make Canton 
customers conscious that the store stocks top quality lines. 





series of ads, with direct mail tie- 
in, and window and counter dis- 
plays. 

Appliance advertising follows 
closely the manufacturer’s adver- 
tising plan, so as to derive the 
greatest benefit locally from na- 
tional promotion. 

Radio Broadcasts.—Radio is used 
to supplement newspaper advertis- 
ing, with general promotion 
through a morning sports broad- 
cast. Specific brand name promotion 
takes the form of spot announce- 
ments on Tappan, Leonard, Kel- 
vinator and Westinghouse. 


ah 


Yellow Page Advertising.—Brand 
name trademark headings in tele- 
phone classified directories are 
listed with other leading retail out- 
lets. The store’s product lines are to 
be found in practically every pos- 
sible classification. 

Billboard Advertising.—Billboard 
advertising, thus far, has been 
limited to range posters, used in the 
spring and fall. Tie-in with the 
local gas company’s billboards at 
the same time gives additional play 
on this line of ranges. 

Direct Mail.—Direct mail plays 
an important part in the firm’s ad- 


vertising program. It has been most 
successful when it uses a select 
prospect list. All mailings, includ. 
ing statements, contain manufac. 
turers’ literature of a seasonal 
nature. 

This company uses mail promo. 
tions continuously throughout the 
year, using such matter as catalogs, 
gift suggestions, new product an. 
nouncements and reminder adver. 
tising. 

Westinghouse monthly direct 
mail promotions are made to names 
supplied from the firm’s own pros- 
pect list. 

Each new bride that the firm is 
able to learn about through daily 
scrutiny of the society pages of the 
newspapers, receives an attractive 
Bride’s Book, accompanied by a dig. 
nified engraved card which invites 
the bride to become acquainted with 
Canton Hardware. 


Furnish Entertainment 


Public Relations.—The public re- 
lations program of this company 
encompasses a diversified range of 
activities that is carried out con- 
tinuously. Movies, which are gen- 
erally supplied by manufacturers, 
are shown to service clubs and civic 
meetings. Sporting goods personnel 
continually show sports movies to 
PTA groups, manufacturing com- 
panies, sports clubs, veterans clubs, 
and the like. 

The Girl Scouts were given a 
cooking demonstration in one of the 
Canton stores, and were presented 
with cook books to help them earn 
their cooking badges. 

Sports programs are supported 
with advertisements of nationally 
advertised equipment. All of the 
fishing and hunting fees collected 
by Canton Hardware are divided 
among local sportsmen’s clubs for 
restocking purposes. 

Brand new Tappan ranges are 
placed annually in the home eco- 
nomics classes in the high schools. 
These ranges remain only a year, 
then are picked up by the company 
and are resold. 

The company distributes bicycle 
safety booklets through the police 
to children when they apply for 
licenses. 

Sports equipment is donated to 
Little League teams. 

A casting hoop was donated for 
city park use. The company par- 
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ticipates in Canton’s fishing rodeo 


for boys and girls by giving instruc- 
tions and donating prizes and 
equipment. 


Trophies Are Donated 


The Canton Tennis Tournament 
is sponsored by Canton Hardware 
and the city recreation department. 
Trophies are donated and presented 
by the head of the firm. The com- 
pany provides balls and racquets for 
the Stark County Tennis Tourna- 
ment. 

The Massillon store of the com- 
pany last year conducted a casting 
school in the high school and at the 
YMCA, with the store providing 
the equipment and fishing instruc- 
tion booklets. 

Canton Hardware was one of the 
sponsors of the State Scholastic 
Football Clinic, held at Massillon, 
with all coaches from the county in 
attendance. 

A Columbia Bicycle-sponsored 
cross-country bicycle tour by two 
boys from Pittsburgh included the 
Canton firm among the dealer stop- 
overs. The Mayor presented the 
boys with the key to the city, the 
radio station interviewed the boys, 
and Canton Hardware dined them. 

Canton Hardware participates, 
with 19 other retail firms, in spon- 
soring a hostess who visits all new 
residents. A coupon, which the 
hostess presents to the new neigh- 
bors, entitles them to a free map of 
Canton. A follow-up letter from the 
store acquaints the newcomers with 
the company. When they visit 
either of the Canton stores they are 
introduced to various members of 
the sales force, so that they will 
feel welcome on their next visits. 

Sales Training.—To the end that 
Canton Hardware personnel might 
be better qualified in public rela- 
tions, the company made it possible 
for 42 of its employees to take a 
Dale Carnegie course. 

Monthly promotional meetings 
are held with department heads and 
the company management explain- 
ing new products and monthly pro- 
motions. Frequently factory repre- 
sentatives are invited to make 
demonstrations or sales talks. 

Articles from business publica- 
tions are sometimes reviewed. A 
popular feature at these meetings, 
last year, was a “Stump the Ex- 
perts” program in which questions 
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were fired at department heads in 
an attempt to stump them on their 
knowledge of store merchandise. 

Movies are a regular feature of 
the staff meetings, with such films 
being shown as “Northwest to 
Alaska,” donated by Northwest Air- 
lines and featuring Sheakespeare 
fishing equipment. A Kwik-Set film 
on locks was also used. 

Early Monday morning “Selling 
Tool” meetings were held for the 
purpose of giving store personnel 
their weekly sales tool on which to 
concentrate as a means to more ef- 
fective selling. 

Thursday mornings are reserved 
for weekly major appliance meet- 
ings conducted by manufacturers’ 
representatives. 


Weekly Store Meetings 


On Saturday mornings, weekly 
general company meetings are held. 
These are also conducted by manu- 
facturers’ representatives. From 
time to time trips are also sched- 
uled to local manufacturing plants. 

Employee letters are distributed 
from time to time and these con- 
tain new product information. 
Manufacturers’ literature and prod- 
uct bulletins are also distributed to 
employees, to advance. their sale 
knowledge. 

Occasionally a dealer-manufac- 
turer dinner meeting is held, when 
a new line of importance is taken 
on. 


Store Demonstrations.—To ac- 
quaint the public with new items, 
factory-conducted demonstrations 
are held, one of the most successful 
being Shavemaster clinics at which 
free adjusting and oiling is offered. 


The House of Herbs Tasting 
Spree demonstration won national 
recognition in Hardware Age, last 
year. 


Manual Training Course 


Woodworking demonstrations and 
schools have been most popular. A 
Delta woodworking course of six 
weeks was offered free of charge to 
anyone who cared to attend. It was 
held in the tool department and was 
conducted by a manual training in- 
structor from the public schools. 
Porter-Cable also conducted a suc- 
cessful woodworking demonstration. 

Sunbeam full-line demonstrations 
were popular. 

Clothes-washing demonstrations 
in Westinghouse Laundry Twins re- 
ceived a good public response, es- 
pecially when the store offered 
Monday wash done free of charge. 
Other store demonstrations in- 
cluded cooking and paint-mixing. 

Special Promotions.—Fairs, home 
building shows, food shows and the 
like always find Canton Hardware 
displaying and demonstrating na- 
tionally branded items. 

Some 50,000 visitors to the firm’s 
exhibit at the American Kitchen 


(Continued on page 58) 
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Brand names are advertised in almost every possible 
classification in the Yellow telephone directory. These 
are only a few. 
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Demonstrations 


Sell Power Tools 


Six-time turnover 





Store and home demonstrations help Missouri 

dealer turn a $2,000 power tool stock six times 

annually. Turns $500 accessory inventory on 
an average of three times yearly 





Mr. Dickey, right, shows an interested prospect how a 5-in-| 
unit may be used in a sawing operation. 


Good in-store demonstrations, 
trial home demonstrations and con- 
venient time-payment plans all help 
Dickey Hardware in Independence, 
Mo., get six turnovers a year on a 
$2,000 inventory of power tools. 
And the firm makes three or more 
turns on a $500 accessory stock. 

William D. Dickey, owner of the 
store, says, “If we give a customer 
our word that a piece of equipment 
will do a certain job, he knows that 
we have tried the unit to see just 
what it will do. 

“We are selling four or five 
¥4-in. drills each month, as com- 
pared with one a month a few years 
ago. The fact that skilled labor is 
so expensive and scarce forces 
more homeowners to do their own 
work. Professional men who are 
continually making additions to 
their home workshops are a good 
source of business. They want and 
will pay for the best equipment. 
If it is an 8-in. power saw, they 
will usually select one selling for 
about $135. 

“We do not overlook the fact 
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that women play a prominent part 
in helping us to sell power tools. 
When wives come into the store, we 
make it a practice to point out, and 
demonstrate, various tools to them. 
Most wives encourage their hus- 
bands to take up woodworking as 
a hobby. 

“Frequently it is his wife who 
sells a man on the idea of setting 
up a complete homeworkshop. She 
has several reasons. She realizes 
that use of the equipment will save 
money in bills for carpenters and 
mechanical services, and that it will 
be a means of keeping her husband 
at home nights.” 

A particularly good seller is a 
combination power tool outfit priced 
at $225. Cabinet makers and home 
workshop fans are good prospects 
for such equipment. Maintaining 
an ever-changing display, with all 
equipment connected and ready for 
demonstration, is one means of at- 
tracting the attention of many 
store visitors. 


Units Demonstrated 


The 5-in-1 unit is set up one day 
so that the complete drill press may 
be demonstrated. The following 
day the medium size drill press and 
shaper is spotlighted. 

On other occasions an 8-in. tilt- 
ing arbor saw is given a top spot 
in the front-of-the-store display 
area. 

“Since everything is hooked up 
and ready to go, no time is wasted 
in starting a demonstration,” says 
Mr. Dickey. “Atmosphere is a big 
factor in selling power equipment. 
We always have some wood shavings 
on the floor and use aromatic woods, 
including cedar and some white 
pine, to create appropriate atmos- 
phere. 

“If we have a power saw hooked 
up we demonstrate how it cuts on 
a 45-deg. angle and cite the depth 
of the cut to the prospect. A 2x4-in. 
piece of lumber is kept near the 
display area for use in a demon- 
stration.” 

Getting equipment into a home 
and in the hands of a prospect is 
an important step in clinching a 
sale, according to Mr. Dickey and 
Elvin Kettlewell, his chief assis- 
tant. Professional craftsmen are 
permitted to try the equipment on 
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A complete display of accessories helps make extra sales 


a job. Amateurs are also encour- 
aged to have power tools in their 
own workshops on trial. In many 
instances these out - of - the - store 
trials result in sales. 

Every effort is made to sell the 
beginner in power tool use some 
good equipment at the start. If 
he is pleased with his initial pur- 
chase he soon becomes a good pros- 
pect for other equipment. 

The firm sponsors a one-day fac- 
tory demonstration on power tools 
four times a year, a large area in 
front of the store being cleared for 
this promotion. 

The big demonstrations are pub- 
licized in a series of four four col- 


umn by 6-in. ads in a local news- 
paper. The owner makes 
phone calls to prospects he knows 
are keenly interested in home 
workshop equipment. He also an- 
nounces the demonstrations at 
Chamber of Commerce and Lions 
Club meetings. Personal invita- 
tions are issued to manual training 
instructors in local high schools, 
with the suggestion that they invite 
their students to the exhibit. 
“Response to these promotions,’ 
says Mr. Dickey, “is excellent. We 
never fail to have crowds of people 
all day during the demonstration 
periods. Usually at least five high 
(Continued on page 62) 


also 


, 





Selling a housewife on the advantages of power tools is 
a way of influencing the purchase of these units. 
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Speakers at the joint opening session: Left to right, Charles E. Nash of Nash Hardware Co. 





3 


and president of the Southern Wholesale Hardware Assn.; C. Stanly Roberts, Jr. of Roberts, 

Sanford & Taylor Co., who presided at the meeting; C. Earl Stafford of the Stanley Works, 

retiring president of the Texas Hardware Boosters Club; A. O. Beyer, general salesmanager 

of Coleman Co. and principal speaker at the session; H. B. Megran, president of Starline, 
Inc., and president of the American Hardware Manufacturers Assn. 


The importance of doing a more 
thorough selling job keynoted the 
annual convention of the Texas 
Wholesale Hardware Assn., held re- 
cently at San Antonio, Texas. 

Speakers at various sessions em- 
phasized the growing competition 
facing all segments of the hard- 
ware trade, a trend that will de- 
mand more stress on service and 
more intelligent salesmanship. 

Reduction of operating costs was 
another subject explored in detail 
at the meeting. 

The convention, attended by some 
500 persons, combined business ses- 
sions with an outstanding enter- 
tainment program arranged by the 
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Texas Hardware Boosters Club. In 
addition to members of the Texas 
associations, the convention was at- 
tended by a large number of execu- 
tives of manufacturing companies 
from all over the country. 

Election of officers at the busi- 
ness meetings of the two Texas 
groups saw G. Stanly Roberts, Jr. 
of Roberts, Sanford & Taylor Co., 
installed as president of the Texas 
Wholesale Hardware Assn., and 
Charles F. Lanter of Colorado Fuel 
& Iron Corp. named as president of 
the Texas Hardware Boosters Club. 

Mr. Roberts, the new president 
of the wholesale group, in discuss- 
ing the outlook for business, said 





he felt that while the drought has 
seriously affected business in some 
areas of Texas, he could see no 
cause for a general decline in the 
future. 

To the contrary, he said, Texas 
still is an expanding market and 
will be for many years to come. 
However, he pointed out, whole- 
saling is entering a period of stiff 
competitive selling where service 
and sales training is going to pay 
off. The importance of having 
salesmen well trained in product 
knowledge is now more important 
than ever, the new president em- 
phasized. 

The steadily rising costs of do- 
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Speakers emphasize need for better service, 
more intelligent selling to meet growing 


competitive conditions. Roberts elected 


president of wholesalers’ group; Lanter 


heads Boosters. 


ing business is making both whole- 
salers and retailers very margin 
minded, Mr. Roberts reported, and 
consumers, too, appear to become 
more price conscious. He expres- 
sed concern over the continued ris- 
ing trend in manufacturers’ lists. 

Wholesalers are attacking the 
problem of rising operating costs 
very aggressively, he added, by 
close scrutiny of warehousing pro- 
cedures, office methods, etc. 

Mr. Roberts announced that next 
year’s convention will be held in 
Galveston, June 17 to 19. 

The opening session of the con- 
vention, a joint meeting of the 
wholesalers and boosters, was ad- 
dressed briefly by Herbert B. Me- 
gran of Starline, Inc., president of 
the American Hardware Manufac- 
turers Assn. Mr. Megran decried 
the pessimism that seems to blanket 
some businessmen these days. 

Predictions of a depression, he 
said, are being based on inaccurate 
and inadequate information. Amer- 
ica is still a nation with a dynamic 
economy, the AHMA president as- 
serted, and although we will face 
adjustments in the future, all the 
factors needed to maintain a con- 
tinued high level of business ac- 
tivity are strongly in evidence. 
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Charles E. Nash of Nash Hard- 
ware Co. and president of the 
Southern Wholesale Hardware 
Assn. brought to the meeting the 
greetings and good wishes of the 
members of the southern group. 

The principal address at this 
meeting was made by A. O. Beyer, 
general sales manager of the Cole- 
man Co., Inc. Selling, Mr. Beyer 
told the meeting, is confronted with 
the greatest challenge of all times. 
In meeting this challenge salesmen 
must never forget that while they 
have definite rights, they also have 
definite obligations to meet. 

One of these obligations, the 
speaker emphasized, is to assure 
that the products of America’s 
great productive system is effi- 
ciently and quickly made available 
to consumers, 

Selling this productive capacity 
is the surest way to protect Amer- 
ica’s strength, Mr. Beyer said, for 
in this productive ability lies the 
nation’s true strength. 

There is also a vital need for real 
salesmanship at the national politi- 
cal level, Mr. Beyer pointed’ out. 
America has been consistently out- 
sold by Russia in the past, Mr. 
Beyer warned. However, he added, 
he believes that the men in Wash- 





The new president of the 
Texas Wholesale Hardware 
Assn. is C. Stanly Roberts, 
Jr., vice-president of Rob- 
erts, Sanford & Taylor Co., 


Sherman, Texas. 


Elected president of the 


Texas Hardware Boosters 

Club was Charles F. Lanter 

of Colorado Fuel & Iron 
Corp. 
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Some of the newly elected officers of the Texas Wholesale Hardware Assn. Left to right, Howard 
Weddington, secretary-treasurer; Gus Momsen of Momsen-Dunnegan-Ryan Co., executive committee- 


man; C. Stanly Roberts, Jr. of Roberts, Sanford & Taylor Co., president; J. E. Ziegelmeyer of Huey 
& Philp Co., executive committeeman; Charles E. Nash, of Nash Hardware Co., chairman of execu- 


ington now are better salesmen 
than those who have been there in 
the past. 

“And they have a good sales man- 
ager,” he added. 

The speaker warned salesmen to 
avoid underselling their company. 
Such action often injures the sales- 
man more than the company. 

To sales managers, Mr. Beyer 





tive committee. 


passed along the advice not to talk 
down to salesmen—talk to them. He 
also expressed the opinion that pep 
talks are usually mishandled. 

“Pep talks,” he claimed, “are too 
often sleep talks.” 

Home offices also have their share 
of faults and make their share of 
mistakes, Mr. Beyer stressed. He 
offered the suggestion that the 


home offices should pay more atten- 
tion to the views of salesmen on the 
road with respect to market needs, 
design acceptance, etc. 

For salesmen, the speaker recom- 
mended that they help strengthen 
selling as a profession by being pre 
pared to counsel and encourage 
others to make selling their pro- 
fession. 


Wives of wholesalers and boosters at a luncheon. 
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DON'T PASS UP THESE NEW PROSPECTS FOR 
Krilium an Folium 


MONSANTO THASE-mAgE 






















— “BoA To 
MOVING DAY —July is the month when CA =a Wa. , . 
many families move. New locations call for ==o- ft || yee a al 
new activities, many of them connected with [— oe ag ° oe 
lawn and gardening work. a, a 
= oe , 
, , SS ae 





NEWLYWEDS 185,000 new families will 


enter the market this July! They want new 
homes, and with them, new lawns, new gar- 
dens—open up a whole new market for you. 





















NEW HOMES —Hundreds of folks are fin- = 
ishing new homes this month, getting ready | 4° >> 
to put in new lawns and gardens. Attract them F 

with a lawn and garden display—then sell 
them all their household needs! 
























Tell these first-time prospects [y F 
%* How Krilium* keeps soil loose, | | 
crumbly and ‘“‘friendly.” 

%* How Folium provides balanced 


food for lawns, shrubs, flowers 
and vegetables. 


*Reg. U.S. Pat. Off. ¢ Folium: Monsanto Trade-mark 






SOIL CONDITIONER 









Display is the best way to welcome new summer customers 


For additional display and point-of-sale material, contact your 
i distributor, or writes MONSANTO CHEMICAL COMPANY, Mer- 
chandising Division, 1700 South Second Street, St. Lovis 4, Missouri. 
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MONSANTO 
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_ MIDDLETOWN, N. Y., U.S.A. 


"Makers of Hand and Power Hack 
Saw Blades, Frames, Metal Cutting Band 
_, Saw Blades and Clemson Lawn Machines. 


@ 1e28 








Taylor Co. 
Heitmann Co. 
Christi Hardware Co. 


Officers of the Texas Wholesale Hardware Ass'n 
Elected June 13, 1953 


President—C. Stanly Roberts, Jr., Roberts, Sanford & 
Ist vice-president—Fred W. Heitmann, F. W. 
2nd vice-president—Joe F. Wood, Corpus 
Executive committee—Charles E. 


Nash, Nash Hardware Co. (chairman); Fred W. Heitmann; 
Joe F. Wood; J. E. Ziegelmeyer, Huey & Philp Hardware 
Co.; Gus Momsen Momsen-Dunnegan-Ryan Co.; Ganahl 
Walker, Jr., Builders Supply Co.; T. A. Clark, Jr., Buhrman- 


Pharr Hardware Co. 
dington. 


A feature of one of the whole- 
salers’ sessions was a panel discus- 
sion entitled “What’s the An- 
swer?”, that explored many of the 
problems currently facing whole- 
salers. The discussion was led by 
O. H. Mann of Higginbotham- 
Pearlstone Hardware Co. and Jack 
Neely of Amarillo Hardware Co. 

Also speaking at the meeting 
were J. C. Stevens and Ray Souder, 
president and _ secretary-manager, 
respectively, of the Texas Hard- 
ware & Implement Assn. 

The entertainment program ar- 
ranged for the convention included 
several receptions, a buffet dinner 
at La Villita, followed by a variety 
show and dancing, several lunch- 
eons for the ladies at which, in one 
instance, a special showing of the 
“Voice of the Turtle’ was pre- 
sented. 


Secretary-treasurer—Howard Wed- 


A golf tournament rounded out 
the entertainment that was ar- 
ranged by a committee of the 
Boosters Club consisting of Al Vos 
of Vos Co. (chairman), Harry H. 
Hurst of L. H. Weller & Co., and 
Ray Young of Peterson & Lowe. 


The golf tournament, which at- 
tracted 63 players, saw the follow- 


ing turn in the winning scorecards: 
Wholesalers’ low gross, L. L. Fos- 
ter of Higginbotham-Pearlstone; 
wholesalers’ low net, T. A. Clark, 
Jr. of Buhrman-Pharr; Boosters 
low gross (the Sam Houston tro- 
phy) Ralph Irwin of Lockwood and 
Independent Lock; Boosters low 
net (the Buccaneer trophy), Glenn 
Lawson of Lawson-Wilson; guest 
low gross, V. E. Woodward of 
Woodward Builders’ Supply; guest 
low net, J. V. Falcon of Savage 
Arms. 





Officers of the Texas Hardware Boosters Club 
Elected June 12, 1953 


President—Charles F. Lanter, Colorado Fuel & Iron Corp. 
Ist vice-president—Warren F. Ward, Clemson Bros. Co. 
2nd vice-president—O. F. Torbron, Lamson & Sessions Co. 
Executive committee—John During; Scott A. Poage, Amer- 
ican Chain & Cable Co.; Clyde L. Holley, Atkins Saw Div., 
Borg-Warner Corp.; Hubert Groves, Fayette R. Plumb, 


Inc. 


Advisory committee—C. Earl 


Stafford, Stanley 


Works; Forrest Johnson, Frank & Forrest Johnson; C. A. 
Goldstrohm, American Chain & Cable Co., Inc.; Frank H. 
Jordan, Lufkin Rule Co.; W. B. Hoofstitler, Russell, Burd- 
sall & Ward Bolt & Nut Co.; E. M. Luther, True Temper 
Corp.; Paul Speaker, Wood & Torian. 
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CLINTON 


















Hardware Cloth is manufactured and sold 
under the brand name CALWICO in the West. 















Wie utility range makes 
Clinton Hardware Cloth a year 
’round, steady-selling item. Comes 


itself to eye-catching display be- 
cause it’s supplied in attractive 
steel-banded rolls of 100 feet. 

For additional information write 
or phone our nearest sales office. 












in all standard widths and meshes; 
unrolls flat for easy handling. Lends 













THE COLORADO FUEL AND IRON CORPORATION — Denver, Colorado : 
AME CALIFORNIA WIRE CLOTH CORPORATION — Oakland, Californid == 






WICKWIRE 


HARDWARE PRODUCTS 
CF 


PRODUCTS OF WICKWIRE SPENCER STEEL DIVISION 
THE COLORADO FUEL AND IRON CORPORATION 
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7EN/T? _LEADERSHIPIN 
GIVES YOUIMC 


.. . because only Zenith Radios have the built-in Quality, 
Performance and Styling that result from 35 Years of 
leadership in Radionics exclusively! 






























ZENITH LONG DISTANCE AC-DC TABLE MODELS WORLD’ 

Famous for long-life, long-distance performance and “big set” tone! FM-AM Clo 
Zephyr-— J615. Super-powered Console- Allegro—K526. 71/2-inch speaker, largest automatic 
Tone®. Phono-jack. Swirl Walnut, Ivory, in Zenith table sets. Phono-jack. Walnut, Scotch Gre 


Dawn Grey, French Green. Ivory, Ebony. 





New Univera' 
able Wavema 
Glacier Green, 
AC, DC, or Ba’ 
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IP IN RADIO Feature for Feature... 
! Set for Set... 
0 UJ \. 0 x a TO SELL In Every Classification! 








n Quality, 
Years of 














SHORT WAVE BY THE LEADER IN SHORT WAVE 


Meridian—L507. 2 International Super Trans-Oceanic—H500. Tested 
Short Wave Bands plus Standard and proved for 12 years around the 
Broadcast. AC, DC, Battery. world. AC, DC, Battery. 























WORLD’S MOST COMPLETE LINE OF CLOCK RADIOS FM FROM THE WORLD LEADER IN FM 
FM-AM Clock Radio—J733. All Clock Radio—L515. Superb Zenith is the set used by FM stations to test the 
r, largest automatic features plus FM. AM radio and timer. Walnut, quality of their own broadcasts! 
Walnut, Scotch Grey, Maroon, Ebony. Ebony and Ivory. Super-Symphony—K725. Challenger—L721. Zenith FM 


World’s finest FM-AM table ra- and AM in an unusual modern 
dio. Swirl Walnut, French cabinet. In Swirl Walnut. 
Green, Dawn Grey. 
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35 Years of Leadership in Radionics Exclusively 


Hit 





ZENITH POWERIZED PORTABLES 
New Univeral—L505. Detach- Zenette — L403. New iron core 


able Wavemagnet® antenna. loop antenna. Maroon, Lagoon 
Glacier Green, Ebony, Maroon. Green, Ebony, Grey. AC, DC, ZENITH RADIO CORPORATION, Chicago 39, Illinois 
AC, DC, or Battery. Battery. COPR. 1953 
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HELP YOUR CUSTOMERS AND 
INCREASE YOUR SALES! 


Tell 'em WHERE fo caulk 
with... 


FLEXISEAL 


CAULKING CO 
7-——For Example 


Space between sill and founda- 
tion permits air leakage that 
causes cold floors—detracts 
from heating efficiency and 
costs money! Recommend 
caulking all around inside of 
cellar with FLEXISEAL 
CAULKING COMPOUND. 


Wize) i 








~— 


Seal where window and door 
frames meet siding is broken 
as house ages—causes moisture 
entrance, decay and drafts. 
Recommend caulking around 
all frames with FLEXISEAL 
‘ennai COMPOUND. 











Here are the places that 
generally require caulking with 


FLEXISEAL CAULKING COMPOUND 


] Around door and window 
frames (particularly in masonry 
houses). 
Where wood trim meets siding. 


2 

3 Edges and corners of warped 
clapboards, 

4 Where sill meets foundation 

wall. 

Where pipes or wiring ‘enter 

house. 

6 Behind gutters (both above 
and below where gutter joins 
house). 


wa 


7 Flashings around chimneys, 
parapet walls, coping, joints of 
metal roofs, etc. 


Remember WHERE to use Caulking 
Compound and you'll make extra 
sales. Remember to stock FLEXI- 
SEAL CAULKING COMPOUND 
and you'll make many extra repeat 
sales. 


FLEXISEAL CAULKING COMPOUND flows 
readily, does not slump or sag, forms a 
tough, rubbery skin and stays soft under- 
neath for years. FLEXISEAL CAULKING 
COMPOUND is consistently good — every 
batch meets and exceeds Federal Specifica- 
tions! 


Order from your 
jobber 









’ 

or write the fac- 
tory for information and 
prices on all FLEXISEAL Products 








Padlock Resists Pistol Shots 















































































How a padlock withstood two .45-cal. shots at close range. 


Movies, TV and newspapers fre- 
quently tell of désperadoes shoot- 
ing their way out of a place. Here 
is a padlock, a Corbin EX617, 
through which burglars tried to 
shoot their way in. 

Robert M. Chesler of Los An- 
geles reports that two burglars 
tried to shoot their way into his 
house at Palm Desert, Calif. 







Says Mr. Chesler, “The burglar 
fired two .45-cal. shots into +h 
lock at vital points to try to fore 
it open. They also appear to hav 
tried to punch the locking device 





free. The tumblers were jammed 
but held. Sheffield St 
“I was obliged to cut the loci problem of 
free so that I could replace it with 
a similar unit.” maintenance 
weather-pre 


coating...an 





Brand Name Selling 


(Continued from page 47) 


Home Show were entitled to a free 
drawing for a 50 pct reduction on 
a new kitchen. Follow-up letters 
after the show drew a good re- 
sponse. 

Bolens Garden Tractor out-door, 
on-the-job demonstrations always 
draw a crowd. These, along with 
Reo mowers are always displayed 
at county and Grange fairs. 

Major appliances from Canton 





»»» but an as 
ing in a spec 
seams and cr 
liant alumine 


Ef sun's rays ke 
Hardware are displayed at all local 
cooking schools and in utility com- 
pany lobbies and at Food Shows. 

The firm’s biggest promotion of 
1952 was Westinghouse’s ‘Twit: 
for Twins” promotion. 

From this report of some of the 
activities of Canton Hardware iti 
not difficult to understand why the 
store won recognition in the 198 
Brand Names competition. 
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Roof Coat 


Sheffield SHEF-KOTE is the answer to the 


‘f problem of adequate and economical roof 


maintenance! It stops leaks... forms a 
weather-proof and water-proof metallic 
coating...and will not crack! It’s NOT a paint 
++» but an asbestos-like aluminum roof coat- 
ing in a special formulation that flows into 
seams and cracks firmly sealing them! It's bril- 
liant aluminum finish reflects the heat of the 
sun's rays keeping OUT heat... making it 
as much as 20 degrees cooler inside. And it 


is easily applied! 


Shettield 
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PAINT CORPORATION 


CLEVELAND 


a oe 


ONE OF THE WORLD'S LARGEST 


MANUFACTURERS OF ALUMINUM PAINTS 
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Continuous 
‘demand 

OF 
Stanley 

“| continuous 
hinges 


for tables, desks, 
chests, 

hoat lockers, 

1 sewing cabinets 











Get this FREE DISPLAY 
with purchase of 
31114 Hinge Assortment 
. customers see 
hinge operation and 
actual finishes. It’s a 
big sales advantage. 
Ask your wholesaler. 






The Stanley Works, 
New Britain, Conn. 


[ STANLEY ] 


Reg. U.S. Pat. Off. 


HARDWARE ® TOOLS ® ELECTRIC TOOLS 
STEEL STRAPPING © STEEL 
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Window Attracts Ball Fans 





Traffic stopping window interested players and spectators. 


When the Brooklyn Dodgers and 
other big-league teams were start- 
ing their 1952 season, Ott’s in 
Santa Barbara, Calif., saluted the 
occasion with a window combining 
baseball goods and atmosphere. 
Display props included a manikin 
in a Dodger uniform, unfinished 
lumber backstop and fencing, and 
an artificial grass mat. This com- 
bination stopped big-league fans 


and sandlot players who happen 
to be passing. 


An extensive variety of hig 


quality baseball bats, balls, glov 
and other items were featz 


against a peg-board panel on whic 


was fastened a manufacturers’ di 


play piece. Ott’s advertising an 
display manager, Charlies F. Ki 
wards, was responsible for creating 


this eye-catcher window. 





My Experience With Self-Service 


(Continued from page 43) 


not be self-serviced, such as cut- 
ting and threading pipe or cutting 
glass or selling high priced pre- 
cision instruments for guns and 
ammunition. These items are in- 
cluded in the 25 pct service items. 

I would like to relate an incident 
which definitely impressed me. 
One afternoon a customer walked 
into the store and was admiring 
our bathroom display. After watch- 
ing him for several minutes, I 
asked if I could be of any assis- 
tance. He replied that he would 
call me if he needed help. 










Longer life i 
as proved b 
tests... anc 
no dating re 















pee | emt oom 


0 
0 
NO. § 


® Biggs 
® Best-! 
® Best | 





and 
A few minutes later the cashief | | 


called on the public address sy 


I 


tem and asked if we had a com The te 


plete toilet in a box. The custome 
had read the many signs placel 
about the store telling of the sell: 
service system, noticed the pritt 
tag of $26.95 on the displayed to: 


let, and proceeded up the ais 
with the toilet in his arms. 


Now, I am waiting for a couple 


of husky men to come in and pi 


up the $79.95 bathtub on displaf 


When that happpens I will 
“Self-Service is here to stay.” 
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THE GREAT 


4/4 EVEREADY Preaere 


TRADE -MARK 


FLASHLIGHT BATTERY! 





LON NEW DESIGN! 
GER L 

U 
FE! Eye-catching label . . . durable, 
vinyl-coated jacket, crimp-sealed, 
top and bottom... no “tinny” 
rattle in flashlight. 






Longer life in every kind of service, 
as proved by all standard battery “ % 
tests .. . and longer “shelf-life” — , DT: Lives Pe 
no dating required! a 













ors. 











Flashlight replaced free, if damaged 
by this battery. With this extra 
protection ... the user can’t lose! 






ORDER NEW 
“EVEREADY”’ 


BRAND 


a NO. 950 BATTERIES 
‘S NOW! 


® Biggest news in batteries 























® Best-known battery 


© Best buy for greater sales DUPLEX 


the cashie and profits 


cs 
acces Display Package 
had a com The terms "Eveready", "Nine Lives” « ] 
ne custome and the cat symbol are registered trade-marks WO s ays: 


: | F of Union Carbide and Carbon Corporation 
— NATIONAL CARBON COMPANY 









































¢ ora 7 ” C i " ° . P - 
of the self: 8 Whedslon of Uiten Gerke end Geaban Oneeretion Your new Eveready No. 950 batteries are shipped in a unit 
d the price 30 East 42nd Street, New York 17, N. Y. package containing two display boxes .. . for extra display 
q District Sales Offices: Atlanta, Chicago, Dallas impact! Double display means extra impulse-sales for you. 
splayed bas Kansas City, New York, Pittsburgh, San Francisco P ated P y 
D the aisle IN CANADA: National Carbon Limited, 
arms Montreal, Toronto, Winnipeg 
or a coup 
in and COUNT ON “EVEREADY?” BATTERIES 


on displa SRane 


: at to give you the best... first...with the greatest sales potential! 
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Easier to identify See how the label 


stands out? It’s easy to read—from the top-most 
shelf. Different colors identify different screws, 
bolts, nuts, metals, plating, etc. Saves timel 


J 
Eadier to handle enecit products are 
packed in sturdy boxes that won’t “‘bow out” 
when opened or stacked. Covers slip om and off 
with just the right friction grip. Easy to handle, 
pack and ship. No tearing, spilling or loss. 


Easier to get Prompt, reliable deliv- 


ery through convenient factory warehouses. 
Your Pheoll stocks cover most needs. Depend 
on this one source for a broad range of “in 
demand” fasteners. 


Easier to sell Pheoll products are 


money makers because they’re easv to sell. 
They’re fast movers. They repeat because they’re 
made to build your business. Our reputation is 
your guarantee. 


et 
p Seren Screws 


Square Head Screw: 

Headless Set gel Se . 

ik ed apes. sa Sow ny fl 
a 4p Screws Machin ; 
humb Screws * smi-Finisheey Mus . 

ing Nuts 

Kuroda ss 
pret uts—Brass 
esi vate Philips Recessed Heads 


RODS 
"Threaded Rods 


Shows Soft Goods With Utensils 


-- 


~ 


Impulse sales are heavy in soft goods section of store. 


Sales of dish cloths and other soft 
items are increased by their dis- 
play on a wide wall shelf above and 
below which are metal and glass 
cooking utensils at Quandt Hard- 
ware at 415 Santa Monica Blvd. in 
Santa Monica, Calif. Customers 


seeking the soft goods often by 
utensils on impulse and vice ver 

A 6-ft section of one shelf i 
given over to dish cloths prica 
from 25¢ each to three for $1, flo 
cloths at 59¢ to 79¢, pot holden 
oven mitts and dust cloths. 





Demonstrations Sell Power Tools 
(Continued from page 49) 


school classes attend. These young- 
sters are a good potential source of 
business. + 

“We take names and addresses 
of persons who display more than 
usual interest, following them up 
with phone calls and visits to their 
homes. As many as five sales are 
made every time we schedule one 
of these factory demonstrations.” 

Displaying a varied stock of 
power tools and accessories close to 
the hand tool section helps sell 
both types of merchandise. Fea- 
tured in the power tool section are 
a couple of 5-in-1 units, two power 
saws, a drill press, two band saws, 
two or three tilting arbor saws and 
a steel bench. There will also be 
smaller items including hand sand- 


ers, drills, small electric saws and 


accessories for the 5-in-1 unit. 





“After a home workshop fan buf 
a 5-in-1 unit,” says Mr. Dickey, “ 
wants more equipment. Intelligeni 
salesmanship will usually result if 
his purchase of about $112 wort 
of accessories in his first year @ 
using the new unit. He will ofte 
buy from $50 to $75 worth @j 
small hand tools, including wo0d 
chisels, planer, brace and bit, leve 
wood bench and a square. 

“If you show the average mal 
an 8-in. tilting arbor saw, priced 
at about $145, including motor, anq 
sell him the idea of owning it, 
may not be able to pay cash fori 
but if you tell him that he c@ 
pay $15 on account and the 3 
ance on a 12-month plan he will ® 
interested. And when you tell him 
that he can have the saw immedi 
ately the sale is often clinched.” 
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METALOID 

UPHOLSTERED 
STEP 

STOOLS 


















MODEL NO. 423 U 


housewife. A twist of the wri 
“Swing-Ezy" rubber treaded 


ance step-ladder, As a handy 


provide maximum comfort, 


fade and stain resistant. All 
back braces 
Available in 
colors. 


five 





LIFE onc GOOD. 
HOUSEKEE 


Write for complete, colorful 





5815 KINSMAN ROAD 
CLEVELAND, OHIO 





Capitalize on the modern, dual-purpose 


Constructed of heavy gauge 
these colorful stools are upholstered in 


a a ss 




























step stool that’s a boon to the busy 


st and the 
steps pull 


out to form a sturdy, safety-perfect bal- 


household 


stool, the form-fit back and ample seat 


steel, 


smooth, easy to clean Duran that's 


legs and 


are chromium plated. 
bright decorator 


NATIONALLY ADVERTISED IN| 


j 


PING 


catalog: 


he tlds eomveny 
oS 


ad 








Show Backyard Work and Play Goods 


























With more people living outdoors in the warm months Vaughan- 
Mettler in Glenview, Ill., gives a yy i display area to equipment 


for both fun and exercise. 


Installed before the warm weather set in, 


this display of barbecue goods, fence, power mowers, seeds and 
fertilizers made many pre-season and early season sales. 





Colorful Display Sells Brushes 


Paint brush sales have been in- 
creased at the H. Lorleberg Hard- 
ware store in Oconomowoc, Wis., 
since they were placed on a bright 
yellow peg-board panel between two 
sections of adjustable paint shelves. 
The swinging panel conceals the 
store’s reserve stocks. 


Compact swinging 
wall panel display 
samples wide vari- 
ety of paint brushes. 





Prior to construction of this sim- 
ple and effective panel, brushes were 
displayed on a nearby table. The 
recently installed swinging panel 


unit permits easy examination by 
all store visitors, while protecting 
reserve stocks from unnecessary 
handling. 
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Letters to the Editor 


eyo elope ey oleae c 


Drug Stores 


Dear Sir: 

I just read something in HARD- 
WARE AGE of April 16, 1953, which 
amused and irritated me—Selling 
Slants, Nice Gesture, about send- 
ing customers while waiting to the 
drug store for a soda. You should 
know, or I am telling you, that the 
drug stores are becoming and are 
one of our worst competitors, since 
they get a number of items which 
are hardware items before they are 
offered to us; so they get the first 
run of sales. 

So please check your jokes before 
you print them. 

Yours respectfully, 
Charles M. Kidd 
Charles M. Kidd Hardware, 
New Freedom, Pa. 





Editor’s Note: Because we _ be- 
lieve that a good idea is valuable no 
matter who originally uses it, we 
published the report on the drug 
store technique for building cus- 
tomer good will. Certainly, we do 
not imply in any way an interest 
in drug stores, for no one appre- 
ciates more than we do the serious- 
ness of competition from this 
source. However, if the idea was 
worthwhile for a drug store and 
could be applied to a hardware 
store, certainly we would be fool- 
ish to overlook it. 





Old Hardware 


Dear Sir: 

As a Director of Messrs. Arthur 
Collier (Brixton) Ltd., Tool and 
Hardware Merchants of 423 Cold- 
harbour Lane, Brixton, London, 
and of the Shetack Tool Works, 
Ltd., Makers of Plumbers’ Tools, 
Tunstall Road, Brixton, London, 
8.W. 9, my attention has been 
drawn to the current issue of your 
magazine. 

On pages 152 and 153 you illus- 
trate a few Old Tools collected by 
Mr. Hoffman of East Stroudsburg, 
Pa. 

It has occurred to me that your 
readers may be interested to know 
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fe LOLLY WOE EUV THK 
| K SINKS .. SOAP DISHES .. CABINETS .. TOWEL RACKS 


VENETIAN BLINDS.. SHELVING OR ANY WALL- 
MOUNTED FIXTURE EASY TO INSTALL! 
























MERCHANDISER FEATURES 


@ Big 1624” x 13s” x65” cabinet e Refills fit drawers 

© Baked-enamel finish —red and yellow ¢ Eye catching © Easy to use 

© Weighs 34 pounds when full e Saves time, space, work 

© Contains 600 Screw Anchors, e Fast-moving High Profits 
12 Utility Plugs, Safety Wrenches © Backed by national advertising 


pele FOR +88. j 2? 


mass 5750 
YOUR PROFIT IS *30.62 


...and the Eye-Catching Cabinet is Yours 


CORPORATION 
READING, PA. 


CLIP AND MAIL COUPON, TODAY! 


OLLY 
ETAL 
ERCHANDISER 
AKES 
ONEY 














1 
, SEND TO YOUR JOBBER OR MOLLY CORP., READING, PA. i 
I [] Ship Molly Metal Merchandiser #612 at $57.50 F.O.B. to 
(0 Please send full information to i 

{ 
| FIRM NAME = eae — 

| 
! INDIVIDUAL oe SRI EBs nad rs : 
! , 
| STREET Da nana eee 4 
r i 
| CITY ZONE STATE a 
——————— een 




















Dover’s “Potatoe-Bake” 
Rack 





NEWEST, NEATEST WAY 
TO BAKE POTATOES 


Uses scientific principle by 
conducting heat to the heart 
of the potatoe. 

Bakes faster, and with no 
hard centers. 


Makes Useful 
Bridae or Shower Gift 


Write TODAY for catalog sheet and prices 


$1 00 


DOVER PRODUCTS COMPANY 
815 WEST ARTHINGTON STREET 
CHICAGO 7, ILLINOIS 





LAL ey 


aol, 


‘~ 


Legible House Numbers 


In standard 3 and 4-inch heights, stamped and 
embossed from pure sheet aluminum or brass. 
Meet every requirement and are always popu- 
lar with h holders b of their modest 
price and long life. Send for prices today. Free 
display cartons. 


PREMAX PRODUCTS 


DIVISION CHISMOLM-RYDER CO., INC. 





5341 Highland Ave., Niagara Falls, N. Y. 


66 








Letters to the Editor 


that I have been collecting tools 
that are obsolete for some 30 years 
or more. These are displayed in 
three show cases in the entrance to 
our retail store. We have found 
them of much interest to our 
mechanic customers, and they have 
proved a very good talking adver- 


| tisement. 


I would suggest that the adjust- 
able rabbet Plane or Plough illus- 


| trated on page 153 was probably 
| made in England in the last cen- 
| tury. 


| 


| 


Yours truly, 
Arthur Collier 
10 Sandwich Road, 
West Worthing, 
Sussex, England 


Editor’s Note: The article which 
Reader Collier has sent in is ex- 
tremely interesting, particularly the 
illustration of the Old Woman's 
Tooth or Router, which is appar- 


| ently a Continental make dating 


about 1700. 


Why Buy Futures 


Dear Sir: 

In a recent issue you had a 
article, “Why Buy Futures.” | 
can’t locate it in my file copies. 

Will greatly appreciate receiv. 
ing a clipping—if available. 

Yours very truly, 
E. J. Willette 
Janney, Semple Hill & Co., 
Minneapolis, Minn. 


Dear Sir: 

Will you please send us several 
copies of your article, “Why Buy 
Futures,’ which was published in 
your HARDWARE AGE, April 2, 1953. 

Very truly yours, 
Bernard Ruderman 
Newark Specialty Co., 
20-24 Prince St., 
Newark 3, N. J. 


Editor’s Note: Copies of _ the 
article are being mailed. 








You may plana rosy future 
Yop-notch store---and just the right wares. 
But just one “dreamer” on your sales floor, 
Gay quickly turn your dreams to nightmares. 


© Hardware Age 1953 
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3. New nose design provides greater utility for gripping small objects. == fit avi ae idea in plier fats 
e 4. Patented design of tension edge provides more strength and elimi- years. Engineering skill has developed 
nates stress concentration at channels. a plier with new patented features 


which give you the newest, strongest, 


5. interlocking design minimi tr m joint bolt. 
New interlocking design minimizes stress on joi sansk gractiodl elles sun cuurben.. Hit 


6. Precision machined interlocking surfaces provide perfect fit, thus is a plier that will last for years! Chan- 
distributing pressure evehly. nellock Pliers—made only by Champion 
7. “Rite Angle” teeth guarantee maximum bite and minimum wear. DeArment Tool Co., Meadville, Pa. 
Channellock pliers are listed in 
Sead gor yom Catalog todag. the Yellow Pages of most Tele- 


phone Directories under "Tools" 


T 
Osso.etes »* ornte, 







AGMA ESS als 


Only CHAN NT 


1953 CHAMPION DeARMENT TOOL CO. . MEADVILLE, PA. 
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DISPLAY WG 
"stand-out" wall display 
that holds 12 locks— 
retailers cost: $5.25 


FRAIM 





DISPLAY #79 
attention-getting 
flasher display that 


DISPLAY M-600 
self-service wheel 
display that holds 


holds 79 locks— 36 locks— 
retailers cost: retailers cost: 
$50.50 $19.60 - 


DISPLAY #15 
Complete line, 3 
each of 5 separate 
locks— 
retailers cost: 
$6.95 


buyer-action 
they're used. And the 
outstanding, superior 
quality of Fraim Locks 
means greater satisfac- 
tion—satisfaction that 


Lancaster 


Fraim Padloc 


PADLOCK DISPLAYS 
... Powerful Salesmen! 


k Dis- 


plays build profitable 


wherever 


invites your customers 
back for more Fraim 
Products. 

Get your new 
ful-salesman" F 
Display from your job- 
ber or write us for in- 
formation. 


“ power- 


raim 


E. T. FRAIM 


LOCK COMPANY, INC. 


Pennsylvania 
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REFILLABLE 
ASSORTMENT 
No. CW 1988 Seas 
CHROME PLATED Pee 
STEEL WOOD SCREWS 


© 8 Sizes Round Head 

e8 Sizes Oval Head 

© 1988 Steel Wood Screws 

e Sizes from Yo x 4 to 24, x 8 
R.H.; 3g x 4 to 1% x 6 Oval 
Head 






department 


These 2 refillable assortments 
will give you a complete 
chrome plated wood 


and ma- 


screw 


. 


REFILLABLE 





ASSORTMENT 
No. CM 828 


AND NUTS 


CHROME PLATED 


STEEL MACHINE SCREWS 


©12 Sizes Round Head 
Screws and Hex Nuts 


© Sizes from 6/32 x Ye to % 
(20) x 2 
© 828 Screws and Nuts 


Ask your jobber or write us 


. Ap 
Shavont ott aud Sct Co: Boston 0 Mass. 
Ks Ze 

















ee and. VIEWS 


._\ Washing ton 








(Continued from page 10) 


Bigger Aluminum Share 
For Consumer Goods 


Demand for aluminum is stil] 
greater than supply, but from here 
on there will be an increasingly 
greater supply for hardware anid 
other consumer hard goods at the 
retail level. 

Reason is that although distri. 
bution controls went off (except for 
military and defense needs) on June 
30, there is no way for the indepen- 
dent fabricator to be short-changed 
on the lion’s share of new produc- 
tion. 

General Services Administration 
has supply contracts with the main 
aluminum producers covering most 
cf the new production from expand- 
ed facilities. These carry agree- 
ments that independent fabricators 
have first call for the next five years 
on two-thirds of production from 
expanded facilities. 


Dealers Lose Right 
To Self-Certify Orders 


There are various gimmicks under 
Defense Materials System, which 
succeeded CMP on July 1, by. which 
manufacturers can obtain the steel, 
copper and aluminum they need. But 
hardware dealers, farm _ supply 
stores and other retail outlets will 
be strictly on their own in keeping 
stocked on nails, wire and other 
hard goods made of these metals. 

NPA officially revoked M-89 in 
late June to become effective with 
passing of CMP on June 30. Issued 
in late 1951, the purpose of the or- 
der was to help retailers maintain 
“reasonable” stocks of various es- 
sential items through self-certifica- 
tion of orders. 


Better Tinplate 
Supply Is Assured 


Office of Defense Mobilization 
has taken another step toward mak- 
ing sure there will be no further 
shortage of tin for roofing, tin cans 
and other tin products. Latest ac- 
tion by ODM was to revise upward 
the expansion goal of electrolytic 
tinplate capacity. 

(Resume reading on page 11) 
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Fits under heater and provides forced air warmth in 
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winter. Gives up to 25% more winter comfort on the 
same amount of fuel. In hot summer weather SUPER- 
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AUTOMATIC THERMOSTAT 


Gives you FOUR big sales advantages! Gives your 
customers: 1. completely automatic heating; 2. 
“round-the-clock” comfort; 3. savings in time and 
work; 4. savings on fuel. No electricity needed. No 
wiring. No costly installation. Eliminates overheat- 
ing and underheating. 


"“ FUEL-SAVER ”’ 
Superflome HOME HEATERS 











- maintain New beauty! More comfort! Amazing fuel savings! 
- Only SUPERFLAME has the super efficient “Fuel- 
arlous e%- MAIL COUPON TODAY! Saver” that increases radiating surface 100% ... 


decreases chimney loss 40%. Saves up to's on fuel... 
in many cases more! 20 outstanding sales clinching 
features in all mean faster, easier sales! 


f-certifica- 
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| Te: Queen Stove Works, Inc., Dept. HA73 
Albert Lea, Minnesota en 
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Latest  ionmcemammeaaiiel FULL PROFIT DETAILS! 
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se upward — 


lectrolytie J | ctv —_—~==a im ——~ QUEEN STOVE WORKS, INC. 


ALBERT LEA, MINN 


Canadian Distr: Great West Electric & Radio, itd, Winnipeg & Regina « Trans-Canada Electrical Appliances, Ltd., Toronto & Montreal 
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DELTA’S BIG 
"Do-It-Yourself | 
Summer Program ¢ 


| MEANS ADDED SALES DOLLARS TO YOU! 




















’ ay 
Here's the Sales Story Over 7,500,000 os 
of Your Potential Customers Will Read...... é 
‘',.... Transform that breezeway into a de- —«The DELTASHOP Means “Big Ticket” Sales 
lightful all-year room.” These men represent big sales to you, because Your | 
, you can sell ’em this idea: Delta Power Tools do H 
‘, .... Make part of your vacation pay, pay a ~’ easier; all Jobs better. With the pecs jou 
. : ‘“‘built in’, even a beginner turns out ‘‘profes 
a ens eee home, build er sional’”’ work the first time he tries. The DELTA. oe 
furniture, add to your house..... SHOP—the leader in your DELTA Homecrafi on the 
line —is an easy-to-sell, big ticket combination of Christ 
In your community are hundreds of ‘Do-It- the four most used tools—a heavy duty tilting rist 
Yourself’? home owners who are ready prospects arbor saw, a big jointer, versatile drill press, and DELI 
for DELTA Homecraft power tools—prospects many-purpose sander . . . each one a high quality, “4 
ready to be sold the advantages of working with full-scale DELTA Homecraft Power Tool, not a he 7 ’ 
the right tools. complicated collection of loose attachments. One eall 
Today there’s a new era in the use of power motor operates them all, and the whole unit seany 
tools. Men are spending long summer evenings, when stored away occupies only a 3 foot square 
even vacation periods, to build improvements of floor space. DELTASHOP, the man’s appli- Sales | 
into their homes. They are using vacation money ance, fits neatly into the utility room alongside 
for tools and materials, knowing they will have of Mrs. Homemaker’s washer and dryer, as well To bo! 
something to show for it afterward. Men now as in a corner of the basement or garage workshop point- 
recognize that they can’t do those “‘big projects”’ Your customer need only roll it outside for detail: 
in the cold winter months. outdoor work! -m 


your summer sales. 


o wh 


DELTA QUALITY MAKES THE DIFFERENCE 


Heavy Delta national advertising 

the summer months—in 
SATURDAY EVENING POST, BETTER 
HOMES & GARDENS and other lead- 
ing magazines—will create “do-it- 
yourself” nr ee demand to build 
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Your Chance for Year-Round Profits, Too! 


Here are big ticket sales, a big sock to your 
usual summer slump .. . a real summer profit- 
maker for you. DELTA Homecraft sales follow 
on the heels of your spring garden tool and lawn 
mower sales . . . just ahead of your Fall and 
Christmas sales seasons . . . fill in a big summer 
gap with big profit sales items. Remember, 
DELTASHOP amounts to a big, satisfactory 
sale with plenty of margin for you. You don’t 
have to sell very many of them to know you’re 
really in the summer hardware business. 


Sales Aids for Summer Program 


To bolster your summer sales, Delta has provided 
point-of-sale material for your store. Get the 
details from your hardware wholesaler’s salesman 
. .. meantime, send the coupon below. 


DELTA QUALITY POWER TOOLS 
Another Product of Rockwell 


DELTA POWER TOOL DIVISION 
Rockwell Manufacturing Co. 
680G N. Lexington Ave., Pittsburgh 8, Pa. 


Please send me: 


ware dealers. 


Company Name 
Individual’s Name 
Address 

City 


Zone_— State 


[_] The Delta Homecraft Tool Catalog and full details of the 
Delta “do-it-yourself” special sales program for hard- 


[_] The name of my nearest Delta hardware wholesaler. 


Title: — 


eee ee 















































@Bright, 2-Color 
Printing 

@Clear, Selected 
Wood 

@Easy, Depend- 
able Action 

@Avtomatic or 

Slot Set. 





McGILL METAL PRODUCTS CO. 


MARENGO- ILLINOIS 





























S » 
YOU'LL FIND IT 
PROFITABLE 


to send us your Fence and 
Metal Specialties orders 









To cash in on this easy money send for litera- 
ture and familiarize yourself with the Stewart 
line. Then when you get an inquiry for some 
Stewart product you will be in a position to 
give the prospect the information he desires, 
and close the sale. Remember, you make no 
investment—you carry no stock. Every year 


more hardware dealers are making extra profits 
through this arrangement. Are you getting your 
share? Write for catalogs today. 





Stewart Iron Railing lron Picket Fence 
OTHER PRODUCTS: 
Steel Flagpoles 
Wire Mesh Partitions 
Settees 
Window Guards 





Stewart Chain Link 
Wire Fence 


THE STEWART IRON WORKS CO., INC. 
2037 Stewart Block, Cincinnati 1, Ohio 
Experts in Metal Fabrications since 1886 
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the alphabetical! 


1953 

July 
13-16 Nat. Retail Hardware Congress 
13-17 Nat. Housewares and Home 


Appliance 
26-29 Surplus Dealers 


August 
3-14 Merchandise Mart Gift Show 
3-14 China, Glassware, Pottery 
9-14 Nat. Fishing Tackle Show 


September 


7-12 Hardware Golf Assn. 
13-15 Yadgi & Co. Trade Show 


oe 
1OuU 





Convention Check List 


For complete details about the convention listed by dates, below, see 
following this quick check list. 


istings 7 


Market 


rnoment 


Hardware and allied 
trade events up-to- 
date in each issue 
of Hardware Age 









October 


5-9 National Hardware Show 
11-14 Atlantic City Hdwe. Convention 


1954 


January 


12-14 Garden Supply Show (Chicago) 
17-20 Nat. Sporting Goods Show 


February 
2-4 Garden Supply Show (New York! 
9-10 lowa Assn. 
16-18 Michigan Hdwe. Assn. 








National Events 


American Hardware Manufacturers 
Assn. annual joint convention with 
the National Wholesale Hardware 
Assn., Oct. 11-14 at Atlantic City, 
N. J. Convention headquarters, 
Marlborough-Blenheim Hotel. Con- 
ference Booth Plan at Convention 
Hall. Arthur L. Faubel is secretary- 
treasurer of the manufacturers’ as- 
sociation with headquarters at 342 
Madison Ave., New York 17, N. Y. 
Thomas A. Fernley, Jr., is executive 
secretary of the wholesalers’ asso- 
ciation with headquarters at 1900 
Arch St., Philadelphia, Pa. 


China Glassware & Pottery Market, 
Aug. 3-14 at the Merchandise Mart, 
Chicago, IIl. 


Garden Supply Shows (National) late 
In October, 1953, on the West Coast; 
Jan. 12-14, 1954, at the Hotel Sher- 


man, Chicago, and Feb. 2-4, 1954, 
at the 71st Infantry Regiment Ar- 
mory, Park Ave. and 34th St., New 
York City. Sponsored by the Na- 
tional Garden Supply Marketing 
Bureau, 1901 St. Paul St., Balti- 
more, Md. George E. Perry, di- 
rector. 


Gift Show, Aug. 3-14 at the Merchan- 
dise Mart, Chicago, IIl., includes 
furniture, floor coverings, house- 
wares, major appliances, electric 
housewares, radio and TV, toys, 
games, wheel goods, china, glass- 
ware, pottery, and gifts. 


Hardware Golf Assn. Tournament, 
Sept. 7-12 at the Broadmoor, Colo- 
rado Springs, Colo. Actual days of 
the Tournament are Sept. 9-11. 
Sponsored by the Hardware Golf 
Assn. Secretary, William J. Shaw, 
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SESSIONS MAKES 
HEADLINES AGAIN! 


There’s profit news for YOU in these 


5 great additions to the Sessions line! 


It’s a Sessions year! First came 
Sessions’ revolutionary new thin move- 


' ment, biggest electric clock news in 
» ages. Then the Saucer Clock, Ameri- 


ca’s lowest priced quality kitchen 
clock. And now look! New wood alarms, 


the handsomest values in their field 
... The new low-priced ‘‘Sweetheart”’ 
alarm .. . A distinctive kitchen clock 
. And a promotable new gift set. 
More proof that Sessions offers the 
most salable clocks in the business! 





New “Belmar” Alarm! 





Smart blond mahogany-finished wood case. 
Tapering sides. Brass feet. Light wood grain 
dial. Gold colored hour and minute ladder. 
Tru-Bel alarm. Retails at $8.95.* Dark mahog- 
any, luminous numerals and hands, $9.45 * 














ives 
Sensational new package 9 


clock soles f 
Garland meer Kitchen 


pee together to retail 


( 
3 
Clock (se2.49" 
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you double 
ew Sessions 
‘or gift oceoreg.95° retail) and 

: .95* retail 








New “Encore” Alarm! 


Sets mahogany finish, gle wood-cased alarm! 


hand, Tru 


we 4 brass colored 
P - Circle. 
te minute and hour hand, Brown center 


J hand: 
Bel alarm. Retails my any secce 





New “Sweetheart” Alarm! TALE 





Coffee-colored face in a gleaming new kind of 
clear ivory case. Distinctive numerals, sweep- 
second hand. Famous Tru-Bel alarm. A sweet- 
heart of o buy. Retails at $4.95.* With lumi- 


nous dial and hands. . . $5.95* 





essions 


Ho 


Ehectria's| Clooke- 


YEARS AHEAD IN ELECTRIC TIME 











New “Windmill” Kitchen Clock ! 





Modern version of Sessions’ famous Dutch clock. 
White polystyrene case frames Dutch windmill 
scene. Delft bive or red dial, black numerals 
and hands. Red Day-Glo windmill vanes serve 
as sweep-second hands. Retails at $5.95* 


eee 


STYLED BY MAC TORNQUIST 


THE SESSIONS CLOCK COMPANY, Forestville, Connecticut. 
In Chicago: Merchandise Mort Plaza. In San Francisco: Wes- 
tern Merchandise Mart. in Conada: The Frank Martin Co. 
(Exclusive Sales Agent) Toronto, Ontario. 


*Plus applicable toxes 


See you at the National Housewares Show 


in Atlantic City-July 13 to 18-Space 1302-03 
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GRIES E=Z self-screw | 


THE ONLY SMALL UTILITY HOOK | 


for closets, kitchens, stores, factories 
and many other uses ... a real hook for 
fast sales! Bright plated finish. 


No screws — No tools! 


the only small 5¢ 
w 


utility hook! rs | 


! gross to box, carded 
one piece CUP HOOKS. 
h x woons Durable zinc alloy cup hooks, with 
] a 


greater 
utility 
for 
creater Gl... re 
volume _& 


€-z — one Pitta 
UTHITY HOOKS 





2 for I5S¢ 
bright colors, nickel or brass... 
volume seller for every closet and 
kitchen need. | gross to 
a box or 6 to a card. 


See your 

jobber today for 
immediate delivery 
JOBBER 
INQUIRIES 
INVITED 







789 E. 133rd St., New York 54 Phone: Mott Haven 5-7400 











b Featured in READER'S DIGEST (Octobe; 1951) 


r st 0 p Good Housekeeping 
| faucet 
leaks 
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with SNAP-in SWIVEL WASHERS & FAUCET SEATS 


5. PAT. NO. 2,443,012) 


for a lasting “do-it-yourself repair” 


| MR. DEALER, Snap Products Corporation 

“ brings you a complete new sales and ad- 

re vertising package! New display material 

- —new packaging—new national advertis- 

ing in Popular Science, Popular Mechan- 

ics, Good Housekeeping and your local 
newspapers. 

SNAP-in Swivel Washers and Faucet 
Seats last 10 to 20 times longer than ordi- 
nary bibb washers—they're economical— 
easy to install. 


SNAP PRODUCTS CORPORATION 


3615 South Jasper Place « Chicago 9, Illinois 





NEW PACKAGING -—asttractive 
counter display and new Pliofilm 
Envelopes allow instant identifica- 
tion and selection, 





NEW NATIONAL ADVERTISING 
in local newspapers and national 
magazines. 












4415 W. 72 Terrace, Prairie Vil- 
lage 15, Kan. Reservations should 
be made directly to the Broadmoor. 







National Builders’ Hardware Exposi- 
tion, Oct. 4-7, 1953, at the Audi- 
torium, Cleveland, Ohio. Sponsored § 
by the National Contract Hardware § 
Assn., John R. Schoemer, managing J 
director, and the American Society 
of Architectural Consultants. W. A. 
Mathewson, executive secretary. & 
Administrative offices of both 
groups, 420 Madison Ave., New 
York 17, N. Y. 





En i Gh Pra | 


Eo 


National Fishing Tackle Show, second 
annual, Aug. 9-14 at the Conrad 
Hilton Hotel, Chicago. Sponsored 
by The Association Fishing Tackle § 
Manufacturers, 430 Bond Bldg, 
Washington 4, D. C. John M. 
Holmes, secretary-treasurer. i 

& 


Rae Bee a 


National Hardware Show, Oct. 5-9 at 
Grand Central Palace, New York 
City, Fishing and Hunting Division Fi 
of National Hardware Show to be 
held at 71st Regiment Armory, 34th 
St. and Park Ave., New York, Oct. 
5-8. Sponsored by National Hard- 
ware Show, Inc., 331 Madison Ave., 
New York City. Frank Yeager, di- f 
rector. 


National Housewares and Home Ap- 
pliance Show, July 13-17 at the 
Atlantic City Auditorium, Atlantic 
City, N. J. Sponsored by the Na- 
tional Housewares Manufacturers 
Assn., 1140 Merchandise Mart, Chi- 
cago 54, Ill. A. W. Buddenberg, ex- 
ecutive secretary. 





National Retail Hardware Assn., Con- 
gress, July 13-16, at Miami Beach, 
Fla. Headquarters, Casablanca Ho- 
tel. Managing director, Russell R. 
Mueller, 964 N. Pennsylvania St. 
Indianapolis, Ind. 


National Wholesale Hardware Assn, 
annual joint convention with the 
American Hardware Manufacturers 
Assn., Oct. 11-14 at Atlantic City, 
N. J. Convention headquarters, 
Marlborough-Blenheim Hotel. Con- 
ference Booth Plan, at Convention 
Hall. Thomas A. Fernley, Jr., is 
executive secretary of the whole 
salers’ association with headquar- 
ters at 1900 Arch St., Philadelphia, 
Pa. Arthur L. Faubel is secretary- 
treasurer of the manufacturers’ as- 
sociation with headquarters at 342 
Madison Ave., New York 17, N. Y. 





Sporting Goods Show and Convention 
(National), Jan. 17-20, 1954, at the 
Morrison Hotel, Chicago. Sponsored 
by the National Sporting Goods 
Assn., 1 North La Salle St., Chi- 
cago 2. Secretary, G. Marvit Shutt. 


Surplus Dealers Trade Show and Con- 
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vention, July 26-29 at the Palmer 
House, Chicago, sponsored by the 
National Surplus Dealers’ Assn. 
Horst H. Backer, executive director 
of Convention Committee, 566 W. 
Roosevelt Rd., Chicago 7. 


Regional Events 


Yadgi & Co. annual fall show, Sept. 
13-15. Company headquarters, 1441 
Okie St., N. E., Washington, D. C. 


State Events 


lowa Retail Hardware Association, 
convention and exhibit, Feb. 9-10 
at State Fair Grounds, Des Moines, 
Iowa. Convention headquarters 
Savery Hotel. Secretary, Philip R. 
Jacobson, Mason City. 


Michigan Retail Hardware Associa- 
tion convention and exhibit, Feb. 
16-18 at Grand Rapids. Headquar- 
ters, Pantlind Hotel, exhibit, Civic 
Auditorium. Harold W. Schumacher, 
Olds Bldg., Lansing 8, Manager. 


Sells Radio To 
Ball Fans 





Combining manufacturers’ displa 
material and its own sign, Wolff, 

Kubly & Hirsig Co. in Madison, 
Wis., attracted big league ball 
fans with FM radios in a window. 
Emphasized were the ‘'static-free" 
qualities of the sets for listening 
to Chicago and Milwaukee games. 








ORDER 


rivets and other 





your bolts, nuts, 
Secbenane easier and faster . . . with- 
Buffalo 
51 — 


information you 


out confusion or error. 
Bolt’s latest catalog NO. 
gives you the 


need ... ina hurry. It’s clear, con- 





STOCK 


top quality Circle © Bolts in 





clearly-labeled, sturdy, corrugated 
board Handy-Pack containers. 
Simplify your handling problems. 
Write for folder explaining types 
of bolts, 


available in Handy-Pack cartons. 


SELL 


the high quality of the complete 
line of Buffalo Bolts which has 
never been surpassed. 


quantities and weights 












In com- 
bination with Handy-Pack car- 
tons, they offer a superior prod- 
uct at a price no 
higher than that 
of ordinary bolts. 


i BUFFALO 


BOLT COMPANY 


Division of Buffalo-Eclipse Corporation 
North Tonawanda, N. Y. 


Sales Offices in Principal Cities 





PRODUCERS OF CIRCLE @ PRODUCTS—G6OLTS @ NUTS @ RIVETS AND S®ECIAL FASTENERS 


















WHAT’S NEW 








@ For more information on these products and services 
use free post card on page 77. 


(Continued from page 13) 
it easy to move complete unit to 
any desired spot. Inside of stand 
provides ample storage space for 
attachments. Shopmaster, Inc. 


For more data circle No. 8 on postcard, p. 77 


Sport Sets 


Here is a complete selection of 
ten different sport sets, designed 
especially for youngsters. Line, 
which is not a toy line, includes 





ag 


three football sets, two basketball 
and goal sets, four baseball sets, 
and a father and son set of boxing 
gloves. List prices range from $1.95 
to $14.95. Draper-Maynard Co. 


For more data circle Ne. 9 on postcard, p. 77 


Sanding Block 

For both dry and wet sandpaper- 
ing, 3M all-rubber hand sanding 
block is designed for use with 1% 





x 9 in. sheets of sandpaper. It can 
sand flat surfaces, narrow edges 
and inside curves. Sandpaper is 
held firmly in place by notches at 
each end of block. Twelve blocks 
in red, blue and green come in 
handy counter display box. Retail, 
98¢ each. Minnesota Mining & 
Mfg. Co. 


For more data circle No. 10 on postcard, p. 77 


Broiler-Griddle 


This infra-red broiler-griddle fits 
all Nesco 18 and 20 qt. oblong 
roasters. It adds broiling, frying 
and grilling to roaster-oven that 
bakes and roasts. Spring clamps 
attach broiler-griddle to upper edge 
of roaster-oven. Spaced nicro heat 
elements in the upper half of the 
hinged unit give infra-red broiling. 
Above heat elements is large cast- 
aluminum grilling surface approxi- 
mately 10 x 14% in. Open top con- 
struction and uniform heating 
pattern gives smokeless broiling 





and spatterless grilling. Reflector 
drip pan is included; unit retails 
for $12.95. Nesco, Inc. 


For more data circle No. 11 on postcard, p. 77 


Kitchen Tool Line 


Androck 6000 line of kitchen tools 
is of polished stainless steel with 
black composition handles. Shanks 
are cold forged to a half round 





shape for strength and balance, 
Handle has hang-up hole for use on 
peg racks. Line consists of spoons, 
hamburg turners, cake  turners, 
forks, pancake turners, and spatu- 
las, all retailing for $1 each. Ladle, 
masher, and beater retail at a 


higher price. Seven-piece gift set 7 


attractively boxed and_ various 


dealer display assortments are also q 
available. Line will be on display § 


at Atlantic City Housewares Shovy, 
Washburn Co. 


For more data circle No. 12 on postcard, p. 77 


Cleaner-Polisher 


In compact handy stick form, 


Evree cleans and polishes copper, & 
silver, porcelain, glass, chrome, § 


etc.; safely removes rust spots from 


fabrics. Cleans silver quickly and 
easily by dip-in method, when used © 


with special disc included free. Can 





be used to clean whitewall tires, 
windshields and auto chrome. Re- 
tail price of 98¢ includes Magic 
Metal silver cleaning disc, special 
applicator and plastic storage re 
ceptacle. Embree Mfg. Co. 


For more data circle No. 13 on postcard, p. 77 


Added to the Orna-Metal line are 
these mail boxes, M-4 (right) and 
M-6 (left). The M-6 is 6 in. wide, 
6 in. deep and 11 in. long, with an 
extra large capacity. Both models 





(Continued on page 80) 
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use this FREE 











Use this card for more 
information. Give full 


Name and Address 








NEW 
HARDWARE AGE SERVICE 


A successful hardware dealer 
keeps up to date on What's 
New in merchandise. The new 
Quick Check Card on the 
bottom of this page will help 
you get more information on 
new products described in 
this issue, quickly and easily. 
HARDWARE AGE brings 
you more new product de- 
scriptions than any other 
magazine. The new Quick 
Check Card service will now 
get you all the information 
you need, quickly. 


Mail Card Below Today For Quick Information On New 
Products Described in This Issue. No Postage Needed 





FIRST CLASS 
PERMIT NO. 36 
(Sec. 34.9 P.L.&R.) 
New York, N. Y. 























Postcard valid 8 weeks only. After that use own letrerhead fully describing item wanted 
Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 


BUSINESS REPLY CARD —_— 
Ne postage necessary if mailed in the United States ——— 
POSTAGE WILL BE PAID BY —— 
HARDWARE AGE — 
Post Office Box 60 poarene 
Village Station a 
NEW YORK 14, N. Y. — 
7/9/53 


6 7 8 9 10 1B 12 13 14 18 
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CITY or TOWN....... 















KK AOUoa» 
MY QNN INNNNNNNN 


Here is the new Quick Check Card 


What it is... How it works 


12 


Postcard valid 8 weeks only. After that use own letterhead fully describing item wanted 
Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 


7/9/53 


15 














1 2 3 4 5 6 7 8 > ww 13, «14 
16 #17 #18 #%$9 20 #%2 22 2 24 #»$%2 26 27 42 29 = 30 
31 32 33 34 +35 #%36 37 «#438 «9389 «6«4006«(64E 42 64380 44 45 
46 47 48 49 50 51 52 53 54 55 56 57 58 59 60 
61 62 63 64 65 66 67 68 69 70 71 72 #73 #74 75 
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YOUR NAME .......ccccccccccccereeseesesesvcsssvens TITLE ..nccccccccccccce 
FIRM ..ncccrccccccccccrcccrcrseesereeeeeere ree roeeeseseseeeeeeseeeseeeeee 
FIRM ADDRESS .. 1. cccvcccccccccvccccececccccescccccccreceseeeeeooscceneeee 
CITY or TOWN... .ccccccccccccccccccccverers ZONE... c0:00: STATE... .cccccccce 
FIRST CLASS 


PERMIT NO. 36 
(Sec. 34.9 P.L.&R.) 
New York, N. Y. 














BUSINESS REPLY CARD 


No postage necessary if malled in the United States 








POSTAGE WILL BE PAID 


HARDWARE AGE 


Post Office Box 60 


Village Station 


NEW YORK 14, N. Y. 


BY 





@ Each issue brings you dozens of descriptions of new products, 
new displays, etc., in the "What's New" columns. You get more 
of these in HARDWARE AGE than in any other magazine. 


@ When you want more free information on any of these prod- 
ucts, simply mark a circle around the same number on the post 
card as appears under the individual item description. 


@ Drop the post card in the mail box. No postage is needed. You 
will quickly receive, free, complete details on the product from 
the manufacturer. You may circle as many items as you wish. 
Separate information will be sent you on each item. 


@ Be sure to give your full name and address on the post card. 
Print or type it clearly. We cannot service post cards with in- 
complete addresses. 


dealers. Use this card 
for free information 
on new products de- 
scribed in this issue. 


| 
| 
| A big help for busy 


IMQQNOAAN 


Be sure to give your 
full name and your 
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RID-JII 
have bee 
America! 
generati 
finished. 
easy stc 
quickly, 
5 inches | 
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OT SPOTS 





on the ironing table map: 


More fun 


a clamb 
JORD£ RSH 
* 


* 





oTHER AAJ Favorites 





RID-JID stepladders and 
extension ladders have 
become the nation’s 
standard through superior 
strength, excellent work- 
manship, and superb eye- 
appeal. They head the 
best-seller list wherever 
ladders are sold. 


RID-JID clothes racks 
have been first choice of 
American housewives for 
generations. Beautifully 
finished. Come K. D. for 
easy storage, assemble 
quickly, fold to compact 
5 inches for home storage. 











RID-JID Air Flow pad 
and cover set is made ex- 
pressly for the fully-ven- 
tilated Rid-Jid all-steel 
ironing tables—-a matched 
combination for match- 
less ironing! Cover is 
rugged drill, pad is made 
of extra-heavy cotton. 





























FIRST TABLE DESIGNED FOR FREEDOM OF THE KNEES 


Unusual curved legs of the patented Rid- 
Jid Knee Room Table make it possible to sit 
into the table, iron right over your lap. 10 
automatic height adjustments make it more 
comfortable for stand-up ironing, too. Strik- 
ingly beautiful, with gleaming chrome legs 
and sunshine yellow baked enamel top. 


FAMOUS 
NAME 
In AMERICAN 
HOUSEWARES 


- 


Kite | a 


ADJUSTABLE ALL-STEEL IRONING TABLE 


If you like to keep an eye on smart merchandisers, the spots on 
this map will show you some of the hottest spots in housewares. 
These great stores have sold big shipments of the new Rid-Jid 
Knee Room Ironing Tables. We can’t divulge actual figures, of 
course. But we can say that Knee Room sales in some of these 
stores added up to all-time record volume on ironing tables 
within a few weeks after the Housewares Show. Advertising in 
LIFE, WOMAN’S DAY, LADIES’ HOME JOURNAL and 
elsewhere is helping make these records. Our big, complete 
merchandising kit helps still more. But what really sells the 
table is the table itself. See it .. . show it... and you’llSELL IT! 


THE J. R. CLARK COMPANY ¢« Spring Park, Minnesota 
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WHAT’S NEW 





have holders at bottom for accom- 
modating magazines and newspa- 
pers. M-4 has scalloped cover and 
center grill-work design. M-6 also 
has scalloped cover and ivy leaf de- 
sign at top. Southern Fabricators. 


For more data circle No. 14 on postcard, p. 77 


Door Hardware 


Known as Decor Knobs, this new 
line of hand-decorated porcelain 
door accessories features 12 dif- 


ferent designs in three different 
knob shapes. Retailing at $4.95, 
unit includes one knob, an all-pur- 
pose spindle, a rosette and a tube 
of special adhesive. It can be 
quickly and easily installed by 
simply applying adhesive to rosette 
and setting unit in place. Yale & 
Towne Mfg. Co. 


For more data circle No. 15 on postcard, p. 77 


Cast Aluminum Grill 


No. 404 cast aluminum grill, the 
Chef-Way, fits over two burners on 
any range or any outdoor barbecue 
grill. It has large surface with 
groove around edge and well in one 


corner to drain off fat and grease. 
It is stain resistant and easy to 
clean. It heats quickly and uni- 
formly. Measuring 21 in. long and 
1034 in. wide, it retails for $5.95 
in the central states, $6.45 in the 
East and South, and $6.95 in 
the West. Wisconsin Aluminum 
Foundry Co., Ine. 


For more data circle No. 16 on postcard, p. 77 


Cooking Utensil Set 


To be displayed at the Atlantic 
City Housewares Show, Revere 
Ware Kitchen Jewel Chest consists 
of eight Copper-Clad stainless steel 
items and special deluxe wall rack 
packaged in gift carton. Chest in- 
cludes 1, 2 and 3 qt covered sauce 
pans, 6 in. and 10 in. covered skil- 
let, 4 qt covered sauce pot, and six- 
cup percolator. Chest will retail 
for $49.95. Set of six items, called 
11-Purpose Set, in gift carton, in- 
cludes 1 and 3 qt covered sauce pan, 
11% qt covered double boiler, break- 
fast unit which combines 8 in. skil- 


bd 


AA , ae ay 
De A 


let with four-cup egg poacher, and 
10 in. covered skillet. Set will sell 
for $39.95. Revere Copper & 
Brass, Inc. 


For more data circle No. 17 on postcard, p. 77 


Radio Line 


Ten new versions of the clock- 
radio and eight new table model 
radios are included in this radio 
line. Prices range from $17.95 to 
$69.95 for table radios, and from 
$26.95 to $49.95 for clock radios, 


which come in four different styles, 
In six radio models and four clog 
sets, the phono-jack has been jz 
corporated and these sets featuy 
audio-magic volume control, whic 
controls volume for radio and reg. 
ord player with single knob. Lin 
also includes a table model A-M ang 
shortwave receiver. General Ele. 
tric Co. 


For more data circle No. 18 on postcard, p17 


Electric Heater 


Model 22 electric heater delive 
instant heat, raising room tempere 
tures in a few minutes. Case m 
mains coo] while heater is in opere 
tion. Therm-O-Dial thermostat, 








which automatically turns on and 
off to keep heat at desired tempera- 
ture, is operated by a simple die 
control. Unconditionally guaran- 
teed, heater retails for $19.95. Titan 
Mfg. Co. 


For more data circle No. 19 on postcard, p. 77 


Lawn Sprinkler 

This Rain-Spray lawn sprinkler 
provides even coverage over a 56 
ft. circle; normal water pressure is 
adequate for maximum coverage. 
No nozzle adjustments are neces 
sary. Rustproof aluminum arms are 
easily placed in any position at 
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made befter - priced right - 


to Multiply Your Sales and Profits! 





MIA BATHROOM 


CABINETS AND 
| ACCESSORIES 
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THE IMPERIAL 
CASCADE MODEL NO. 3 Here is America's most luxurious 


For the budget bathroom, cabinet . . . featuring tasteful styl- 
smart, durable. Bulb edge glass ing, spacious convenience, indirect 
shelves, safety razor drop, lighting, skillful harmonizing of 
copper protected mirror, other sparkling chromium and mirrors. 
famous Miami-Carey features. 


MIAMI-CAREY gives you a complete line! Cabinets and matching accessories... 
in a big selection of styles at popular prices that keep sales popping! 
Whatever the need — meet it at a profit with the Miami-Carey line! 
MIAMI-CAREY gives you top quality! When you sell Miami-Carey you sell satis- 
faction! Design, construction and materials are held to highest standards 
of quality, pioneered by Miami-Carey! 

MIAMI-CAREY puts you on top of competition! With products priced to button up 
business, meet the needs of big spenders or budget-keepers! And dis- 
counted to you for profit action! 


FIVE COMPLETE LINES — to meet every price and design need! 


The Miami Line — Cabinets for the exclusive home or commercial structure. 
The Cavalier Line — Cabinets and accessories of high quality, medium priced 
The Colonial Line — Cabinets and accessories for the modest priced home 


The Thrifty Line — Accessories designed to accompany the Cascade Cabinent line 


Cath LA. on big demand for new 


construction and modernization! Ask for 
catalog and prices. Write, phone or wire— 








Miami-Cabinet Division, The Philip Carey Manufacturing Company, Middletown, Ohio 


81 






































Only Flexscreen 
Gives You: 


THE ORIGINAL CURTAIN SCREEN ... 


flexible folds of woven metal that 
glide open or shut at the touch 
of a hand. 


6 


ACCEPTED DESIGN LEADERSHIP ... 


graceful, traditional, adaptable to 
every fireplace. 


THE NEW HOODED TYPE... 


just 3 sizes fit 90% of all fireplaces 
— easy installation by customer. 


6 


COMPLETE PROFIT LINE... 


a full line of Flexscreens — with a 
full profit for you on every sale. 


SALES ASSISTANCE... 

through regular Flexscreen adver- 
tising to your best customers .. . 
a national service organization... 
and aggressive merchandising 
geared to your selling. 


FEATURE THE TRUE... 











VOLUME...PRESTIGE... 


AND PROFITS FOR YOU! 





Volume? The new Hooded Flexscreen and 
the improved Frame Flexsereen are especially de- 
signed for over-the-counter selling from your stock. 
No installation problems . . . no call-backs . . . no 
post-mortems. Just good, clean sales —and plenty 
of them—-with these Flexscreen leaders in the 
“packaged” fire-screen field. And, in the “custom” 
trade—-Flexscreen attached types are volume 


sellers, too! 


. is ° * 
Prestige ? You don’t have to waste time on 
long-winded sales stories . . . your customers 
know, prefer and demand Flexscreen by name. It’s 


backed by 20 


years of forceful national advertising—and a 


the original flexible metal screen 


reputation for leadership in quality, design and 


utility that imitations cannot approach! 
‘ 


Profits ? Flexscreen merchandising support 
combines with Flexscreen national advertising 
to pull prospects into your store—and sell them! 
We provide all the sales tools you need to build a 
high volume, high profit business in a rapidly ex- 


panding market. 


Get the facts. . 
tive—or write us at 753 North Street. 


. see your Flexscreen representa- 





REG. U.S. & CANADA PAT. OFF 


by 
BENNETT - IRELAND INC. 











WHAT’S NEW 


@ For more information 
on these products and 
services use free post 
card on page 77. 





cording to spray pattern desired; 
sprinkler produces even coverage 
regardless of arm position selected, 
Rhinehart Co. 


For more data circle No. 20 on postcard, p. 77 


Portable Radio Sets 


Capri (illustrated) and Gadabout 
portable radio sets provide AC-DC 
and battery operation. Capri has 





newly designed chassis and Ferrite 
Bar antenna, is high performance 
set, and features distance reception. 
Model 9175, it has five tubes and 
one rectifier, and comes in black 
for $49.95, and green or brown for 
$54.95, less pack. Gadabout, Model 
9170, comes in green, gray or ma- 
roon for $39.95, less batteries. Both 
sets have automatic battery saver 
cut-off, to prevent battery drain 
when operating on house current. 
Stewart-Warner Corp. 


For more data circle No. 21 on postcard, p. 77 


Reflecting Letters 

Complete new line of reflecting 
letters has been added to the Re 
flexite line of house numbers. Let- 
ters will not fade, rust or lose re 
flecting intensity. They come in 
individual two-color package with 
transparent acetate window; rust- 
proof screws in brass or silver 
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she’s sold on 
ASBESTON® 


This happy woman is just one of 
the over 44% million women who 
have fallen in love with Asbeston. 











She likes it because ironing 


board covers made of Asbeston 
are fireproof—completely 
‘ home-safe—and give faster, 
neater, easier ironing 
4a 








than ever before. 













she’s selling 
her friends on 


ASBESTON 


The word really travels in a woman’s 
world. So you can bet her friends 
know all about the wonders of ironing 
board covers made of Asbeston. How 
it’s made of fireproof asbestos. How 
it’s smooth and wrinkle-free—quickly 
and easily laundered—and how it 

lasts years longer than ordinary 
cover materials. 











you'll sell them 
lroning Board Covers of 


ASBESTON 


National advertising, one woman 
telling another, and the provable, 
premium quality of ironing board 
covers made of Asbeston form a team 
that’s unbeatable. Retailers all over 
the nation know it—and have profited 
from it. Join them. Feature the cover 
both customers and dealers favor... 
the ironing board cover made 

of Asbeston. 


Always 
look for 


this label 










ric 
Asbestos Fo 
The home-safe 


ny 
oduct of United States Rubber Compo! 
Pri 


UNITED STATES RUBBER COMPANY 












ROCKEFELLER CENTER, NEW YORK, N.Y.| 
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a Area Heat makes plenty of sense 


to your customers because it costs Jess to buy 
..-less to install...less to operate than any 
other type of heating equipment. It makes 
sense because it puts uniform warmth all over 
their house — keeps it uniform with individ- 
ually controlled thermostats on every heater, 
in every area. 


Area Heat can make plenty of dollars for 
you because it doubles and triples your Dear- 
born sales. Dearborn Area Heat sales are 
MULTIPLE SALES. You sell up to six or 
more heaters per customer instead of the 
usual single unit sale. And with every heater 
sold you automatically sell a Dearborn auto- 
matic control — extra profits thrown in with 
no selling effort on your part. 


Ask your Dearborn representative about Area Heat if you 
don't already know the full story. Or write, call or wire 
us for more information. It's the most sensible, saleable, 
profitable way to sell heaters in heater history! 


STOVE COMPANY 


1700 West Commerce Street 
DALLAS, TEXAS 
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colors are included with each let- 
ter. Special introductory offer of 
200 letters and 60 numbers for 





$39.00 gives dealer a profit of 
$26.00. Revolving display merchan- 
diser included free. Reflexite Corp. 


_ For more data circle No. 22 on postcard, p. 77 


Window Ventilator 


Adjustable window ventilator fits 
any window, keeping the elements 
out while letting clean air in. It 
features anti-rattle construction 
and safe, non-snagging edges. 
Made of heavy gage steel that will 
not warp, it is finished in weather- 
resistant hi-baked green enamel. It 























comes in 7%4x18 in. size which ex- 
tends to 35 in. and 734x24 in. size 
which extends to 47 in. Carlisle 
Mfg. Co., Inc. 


For more data circle No. 23 on postcard, p. 77 


Packaged Water Systems 


Shallow-deep well packaged water 
system now comes in three sizes, 
1/3, % and 1 h.p. They are hori- 
zontal models and come complete 
with pump, controls, gage and fit- 


84 


tings all assembled and mounted on 
the tank, ready for quick and easy 
operation. They are easy to convert 
with no extras to buy. Jet assem- 
bly, furnished with shallow-well 





unit, is placed down the well con- 
verting system to deep-well service. 
Barnes Mfg. Co. 


For more data circle No. 24 on postcard, p. 77 


Floor Tile 


VinylBest floor tile added to the 
Gold Seal line comes in 17 patterns. 
Of vinyl asbestos, it has attractive 
coloring in swirl marble and can be 
installed over, on, or below-grade 
concrete floors in contact with the 
ground, as well as over suspended 
wood and concrete floors. In 9x9 in. 
squares, it comes packed 54 sq. ft. 
to the carton. It has high resist- 





ance to acids, alkalis, grease and 
vegetable fats. Approximate re- 
tail price will range from 30¢ to 
55¢ per sq. ft. in gages of % and 
1/16 in. Congoleum-Nairn, Inc. 


For more data circle No. 25 on postcard, p. 77 


Metal Trays 


All metal trays with floral design, 
measuring 1234x17% in., will be 
exhibited at the Atlantic City 
Housewares Show. Moon flower 
tray (illustrated) has white, tay 
and gold design on black back. 
ground. Victoria tray has multi. 
colored floral design on antiqued 





red background. Both trays have 
aleohol resistant finish. Continen- 
tal Can Co., Inc. 


For more data circle No. 26 on postcard, p. 71 


Meat and Poultry Carver 

Called Carv-Rak, this meat and 
poultry carver is of Aluminite and 
comes in silver or gold finish. It 
comes attractively packed in plas- 
tic gift case with self-selling illus- 
trated demonstration on how to use, 
plus features, on bottom of casé. 
Carver has four suction cups that 
grip surface while carving. Four 





sharp, pointed prongs keep meat in 
place while carving. Retail price 
is $1.95. MacCarl Co., Inc. 


For more data circle No. 27 on postcard, p. 77 


Picture Hanger 

This hanger with an adjustable 
feature permits pictures to be hung 
higher or lower at five different 
levels without removing nail from 
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e An All-Steel Container Packed With 
Proof Coil Chain or BBB Coil Chain 


e Container Is Re-useable, Has Re-sale Value 


@ Zincilate Protective Finish* 


STEEL-PAK is an all-metal version of the popular 
wooden Keg-ette, for years a best seller with Round Chain 
Jobbers and Dealers. STEEL-PAK embraces all of the easy- 
to-handle, easy-to-stock, easy-to-sell-from features of the 
Keg-ette..PLUS eye-catching appearance..PLUS the re-sale 
value of a 5-gallon capacity, heavy gauge steel container 
(with handle) protected with aluminum tone Zincilate.# 

Never before have Proof Coil and BBB Coil chain been 
so conveniently, so handsomely, so profitably packaged. 
For modern chain selling, nothing compares with the new 
Round STEEL-PAK. 


#Zincilate is a tough protective coating which resists 
abrasion and rust. Its use on metal containers pack- 
ed with chain is an exclusive Kownd Chain feature. 


SOLD EXCLUSIVELY THROUGH WHOLESALERS 


Kounil CHAIN COMPANIES 


STEEL-PAK is leakproof, thus can be 
re-used as container for liquids. Lug 
type lid, shown below, fits snugly, can 
be opened easily, can be re-applied. 








The Cleveland Chain & Mfg. Co. 
Cleveland 5, Ohio 


Round Bridgeport Chain & Mfg. Co. 
Bridgeport |, Connecticut 
Ohio Hoist & Mfq. Co. 
Cleveland 5, Ohio 


The Southern Chain & Mfg. Co. 


Birmingham 4, Alabama 
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Round A\loys Mtg. Co. 


Trenton 7, New Jersey 


Round California Chain Co. 


So. San Francisco, California 


Round Chain & Mig. Co. 
Chicago 38, IIlinois 


Round Chain Co. of Canada 


Brampton, Ontario 


Round ‘os Angeles Chain Corp. 
Los Angeles 54, California 


Round Seattle Chain Corp. 
Seattle 8, Portland 10 


Round Metal Finishing Co. 
Cleveland 5, Ohio 


Round Woodhouse Chain & Mfg. Co. 


Trenton 7, New Jersey 
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WHAT'S NEW 


| wall. Called Rite Hite, it comes 
with Slik-Trik gummed labels 
which help save walls and plaster 











from damage. Made of plastic, it 
comes in decorator colors with 
ridges providing the five different 
levels. Hanger is guaranteed to 
hold up to 15 lb. Packages retail 
for 10¢ and 25¢. Jiffy Enterprises, 
Ine. 

For more data circle No. 28 on postcard, p. 77 





Measuring Sets Cooking Utensils 


Durable Lustro-Ware measuring Made of Hallite, an extra-har 
cup set and matching measuring alloy, these cooking utensils hay 
spoon set nest for storage and are highly polished, rounded sides fo 
coupled on a split wire ring for fast cooking and easy cleaning 
easy removal of any measure. Cups Domed covers are in a contrasting 
feature large handles and wide copper-colored, non-tarnish Aluni. 
bottoms. Spoons have wide, flat top 
edges for accurate measuring and 
long wide handles with large 








lite finish. Set consists of three 
sauce pans, 1%, 2% and 3% ¢t. 
capacities, and 10% in. covered fr; 





molded-in letters. Sets are in as- 
sorted colors. Suggested retail: 

















DIAMOND 





built to exacting specifications. 


“THERE IS NOTHING FINER THAN A DIAMOND" 


, FINEST in QUALITY . . . FINEST in APPEARANCE 








Diamalloy tools are made from special 
analysis alloy steel to give years of ser- 
vice under the most severe conditions. Each 
tool is fully chrome plated and precision 


arrangemen 
utensil.. C 
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wares Sho 
$27.45 West 
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SOLD BY 
LEADING JOBBERS 
EVERYWHERE 




































pan. Knobs and handles are of & 
high heat-resistant Bakelite. Han-§ wainut, m: 
cups, 29¢; spoons, 10¢. Columbus dies have hang-up rings of ste! and ebony. 
Plastic Products, Inc. wire, copper plated to match covers.§ jin, wide a 
For more data circle No. 29 on posteard, p. 77 Transparent leaf hangers for wall 
GROOVE JOINT PLIERS NO 
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arrangements come packed two per 
utensil.. Complete set, to be ex- 
hibited at the Atlantic City House- 
wares Show, retails for $24.95; 
$27.45 West of Rockies. Aluminum 
Cooking Utensil Co., Inc. 


For more data circle No. 30 on postcard, p. 77 


Electric Clock 


Model No. 851 self-starting elec- 
tric clock, called the Gotham, has 
modern picture frame wood case in 





& 


wainut, mahogany, Swedish blond, 


and ebony. It is 4%4 in. high, 714% 
in, wide and 334 in. deep. Indi- 








vidually packed, it comes with U-L 
approved motor and cord; lists for 
$24.50. Pennwood Numechron Co. 


For more data circle No. 31 on postcard, p. 77 


Meat Tenderizer 


Brucewood Tenderizer for meats 
has three types of serration and is 
made of laminated beech. For 





tenderizing meats and crumbling 
crackers or dry bread, its balanced 
12 in. beach handle is doweled and 
glued in. Priced at 98¢. LE. L. 
Bruce Co. 


For more data circle No. 32 on postcard, p. 77 


Dinette Set 


Called Epicure, this dinette set 
has ovaloid shaped table, topped in 
high-pressure plastic, and Koroseal- 
upholstered chairs. Wrought-iron- 
black colored styling are on all 
metal surfaces and chair uphol- 
stery comes in two patterns—Pap- 
rika and Poppyseed. Top cannot 
chip or crack and is impervious to 
acids, boiling water and hot grease. 
Top is trimmed with 2 in. stainless 
steel band and tapered legs have 6 








in. enameled jacket at top. Sur- 
face is 30x48 in. with 8 in. leaf; 
30x40 in. when closed. Chairs have 
straight-line legs and frames, with 








a 
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NOW IS THE TIME! You can 


sell more brushes with less inven- 


tory, faster than ever before! 
Completely new, exclusive Jacobus 
“Merchandising Method” means 
quicker turnover, faster profits! 
... Lets you re-invest your profits 


more often to make even more 


money. To get complete details 
about this sensational new “Mer- 
chandising Method,” drop us a 
line today and our representative 


will see you promptly. 


JACOBUS 


VERONA, NEW JERSEY 


Makers of Fine Painter Tools for 118 years! 











“Ideal” Brushes, made of the 
finest 100% Pure Black Bristle 
available, vulcanized in rubber. 
Attractive two-tone colored han- 
dle and highly polished Ferrule. 
The inexpensive “Ideal” line 
means quick sales for you. (1}4” 
shown) 


“Gem” Brushes with new mod- 
ern plastic handle. Tremendous 
“Buy-Appeal”! Handles won't 
split or warp. 100% Pure Black 
Bristle, vulcanized in rubber. 
Stainless Steel Ferrule won't rust. 
(2” shown) 


“100% Flagged Nylon” 
Brushes. Jacobus’ exclusive 
Flagged Nylon* process means 
brushes pick up, carry, spread 
more paint. An excellent brush 
for the professional or amateur 
painter. (4” shown) 


Rollers ... for professional and 
amateur painters. Manufactured 
to the same high standards of ex- 
cellence that have made Jacobus 
the leader in fine painter tools 
for 118 years. 


*Trademark 
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WHAT’S NEW 








@ For more information on these products and services 
use free post card on page 77. 


solid metal and hollow tubing. Seat 
and back upholstery is of washable 


Duran. Arvin Industries, Inc. 
For more data circle No. 33 on postcard, p. 77 


Electric Percolator 

Fully automatic electric percola- 
tor has three to five-cup capacity. 
Called Thrift-O-Matic, it starts cof- 
fee percolating 60 seconds after 





plugged in and automatically stops 
percolating when coffee is ready. 
Coffee stays hot for hours without 
repercolation. It has_ valveless 
pump and current-saving emersion 
element. Constructed of highly 
polished aluminum, it has contrast- 
ing black handle and scratch-proof 
feet. Metal Ware Corp. 


For more data circle No. 34 on postcard, p. 77 


Tackle Box 


This Carry-All tackle box has 
ample space for all fishing needs. 
It is made in two pieces. Top por- 








tion has four cantilever trays, two 
of which are cork-lined with ad- 
justable partitions spaced 1 in. 
apart. Intermediate section has 
room for long leaders, plugs, spools 
of line and other essentials. De- 
tachable bottom part stores rain- 
wear, large reels, etc. Of deep 
drawn steel construction, box mea- 
sures 19x814x13%4 in. It has two 
side bolts and center lock. Simon- 
sen Industries, Inc. 

For more data cirele No. 35 on postcard, p. 77 


Door Hardware 


Known as the ShurLok 700 
Series, this complete new line of 
unit type door hardware features 
solid brass knobs and roses. fast 
installation, automatic self-align- 
ment, long precision-made bearing, 
all steel and brass latch with 1% in. 
thick face plate. All knobs and 
roses are identical in size and style, 





providing matching sets for every 
door. Sets are available in brass 
and chromium finishes, polished or 
satin. Technical Glass Co. 


For more data circle No. 36 on postcard, p. 77 


Lawn Sprinklers 


This lawn sprinkler can be ad- 
justed with an ordinary coin to 
spray large drops or a fine mist in 
a full circle. Comes individually 
packed in bright red display box. 
Revolving heads on Water King 






adjustable revolving lawn sprinkler 
can be adjusted to any angle or 
spray, sprinkling large drops or a 
fine mist. Sprinkler can be ad. 
justed to sprinkle in a stationary 
position as well as in a full circle, 
Hancock Mfg. Co. 


For more data circle No. 37 on postcard, p, 77 


Dish Drainer 


All-plastic dish drainer, to be ex. 
hibited at the Atlantic City House. 
wares Show, is molded of Bakelite 
styrene in one piece, including nine 
permanent feet which will not chip, 
bend or come off. Lightweight and 
durable, the drainer is rustproof, 
easy to clean, sanitary and will not 
scratch dishes or sink. Close 
ribbed base prevents silverware and 





small utensils from falling through. 
Available in yellow, red, chartreuse 
and coral. Retail, 79¢. Blisscraft 
of Hollywood. 


For more data circle No. 38 on postcard, p. 77 


Industrial Battery 


Fully sealed-in-steel industrial 
battery has steel jacket, top and 
bottom. Called the No. 3LP, it is 
guaranteed against corrosion dam- 
age to flashlights. Because of steel 
protection, battery does not weaken 
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with storage and need not be dated. 
It lasts longer in minutes of usable 
pright light. Ray-O-Vac Co. 


For more data circle No. 39 on postcard, p. 77 


Stereo Camera 


Three-dimensional stereo camera 
comes in complete package consist- 
ing of full 2-lens, flash synchronized 
stereo camera, case, battery viewer 
and film, all to retail for $39.95. 
Available as extra equipment are 
flash gun and variable voltage 110- 
yolt viewer specially designed for 
use with the camera. Of all metal 
construction, camera is of horse- 
head and aluminum die-casting. It 
is designed for color film which will 
be packaged, developed, mounted 
and returned to consumer by the 
company at a cost of $1 per maga- 
zine. Each load consists of eight 
stereo pairs. Lionel Corp. 


For more data circle No. 40 on postcard, p. 77 


Ventilators 


Storm window ventilators seal off 
air when closed, open they permit 
desired ventilation. Flick of the 
fingers on slide-valve permits exact 
adjustment desired. Installation is 
made by using ventilator valve to 
mark exact location for air holes 
in the sash, drilling, and fastening 
ventilator in place with four screws. 
Made of rust-proof aluminum, unit 





is suitable for use with wood or 
duminum sash. Leigh Building 
Products Div., Air Control Prod- 
ucts, Inc. 


For more data circle No. 41 on postcard, p. 77 


Sponge Rubber Cushion 


Already trimmed 9x12 ft. sponge 


tubber cushion comes boxed for 
tasy display and handling. 


It is 








pe 


_» machined throughout, are the best auger bits you can buy. 














































| We believe that Acrabore Auger Bits, because they are precision 


. { fleroter. 


WEBSTER, MASS. 





Manufacturers of Acrabore. The Precision Machine Made Auger Bit 





Sales Agents 


JOHN H. GRAHAM & CO. Inc., 105 Duane Street, New York 8, N.Y 
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WHAT'S NEW 








easy to install and adds longer life 
to carpets. It is 3/16 in. thick and 
is made by joining two 12 ft. 
lengths of 53 in. roll goods. Re- 
tails for approximately $23.98. 
Fremont Rubber Co. 


For more data circle No. 42 on postcard, p. 77 


Tool Bag 

Mechanics’ tools are protected 
against weather and moisture when 
carried in this Naugahyde tool bag. 
It has tough, durable body and is 
built of Naugahyde fabric riveted 
and stitched to a steel frame. 
Double leather handles provide 





comfortable hand carrying; remov- 
able 114 in. webbed strap is for 
easy shoulder use. Bag will hold 
all tools ordinarily taken on job by 
brick or stone mason. Adjustable 
closing straps permit secure hold- 
ing of levels or long-handled tools 
that project outside 22 in. bag 
length. Empire Level Mfg. Co. 


For more data circle No. 43 on postcard, p. 77 


Button Head Cap Screw 


Pressur- Forming process and 
use of special Allenoy steel give 
socket needed strength on button 
head cap screw, which is shallower 
than standard socket screw. This 
button head screw allows smoother 
surfaces where countersinking is 
not permitted. Rounded tops and 
flush edges prevent exposed sides. 
In Pressur-Forming process, screw 
body is cold-worked and socket head 


90 





is cold-drawn preserving steel fi- 
bers continuous and uncut, giving 
metal extra strength. Sizes range 
from 8x in. through %x2 in. 
standard with NC threads, and 
standard with NF threads except 
4 and »s in. diameters. Allen Mfg. 
Co. 


For more data circle No. 44 on postcard, p. 77 


Plastic Garden Hose 

This lightweight vinyl plastic 
garden hose, known as_ Boston 
Kleerite, is transparent green and 
features long wearing qualities. 
Bearing a five-year guarantee, it is 
kink-proof and completely flexible. 
It comes in 25, 50 and 75 ft. lengths 
and can be easily coupled into 
longer lengths. It comes mounted 
on attractive, easy-to-carry display 





collars. The 25 ft. length will retail 
for approximately $4. Boston 
Woven Hose & Rubber Co. 


For more data circle No. 45 on postcard, p. 77 


Carpet Sweeper Line 


Changes in the line of Komb. 
Kleaned carpet sweepers make 
available each sweeper in a ney 
color combination of this year’s 
favorite colors, determined by 4 
nationwide survey. Present sweeper 
colors will be maintained in addi- 
tion to the new colors. Each year 
the colors of the sweepers will 
change in accordance with annua] 
survey. E. R. Wagner Mfg. Co. 


For more data circle No. 46 on postcard, p. 7 


Bin Storage Units 


New line of bin storage units 
with quick and easy shelf adjust. 
ment is for storing all types of 
small equipment. Bins of heavy 
gage steel are 361% in. wide, 12% in. 
deep and 84 in. high. Shelves are 
spaced on 1 in. centers for dividers 





and have heavy duty lugs at each 
corner which fit into slots in front 
uprights and back formations, for 
rigid four point suspension. Slots 
are spaced on 1% in. centers for 
uprights and backs, permitting any 
desired shelf spacing in multiples 
of 1% in. Any number of units 
can be bolted together into a single 
combination. Berger Mfg. Div., Re 
public Steel Corp. 


For more data circle No. 47 on postcard, p. 7 


Hand Cleaner 


This waterless hand cleaner re 
moves all types of stains and paint 
from skin. It uses no harsh abra- 
sives or ammonia; it cleans with 
lanolin and glycerin. Rinses of 
easily under water, leaving skin 
clean and soft without destroying 
natural oils. M & H Laboratories. 
For more data circle No. 48 on postcard, p- 7 

(Resume reading on page 13) 
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NOW ® 


AMAGNETIC DOOR LATCH AT 


Yo THE COST 


e No after-installation headaches—doors remain 
firmly closed even when warped or sagging. 


orage units 
helf adjust- 
ll types of 
s of heavy 
ide, 12% in. 
Shelves are 
for dividers 


@ Doors open easily, shut quietly due to EXCLU- 
SIVE spring action. 


e Lasts indefinitely—no working parts to get 
out of order. 


e Unconditionally guaranteed. 





e Works equally well on wood or metal doors. 
Highly recommended for every type of home 
and industrial cabinet, including kitchen, 


nets, closet doors and ship and boat lockers. 


information TODAY! 
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RIiGRID means 


more service 
for your 


money 


RIGID 65R 
Threader 
. wz 


Fast sales—the only 
self-contained die stock 
that won't jam! 


RibzaIb> 


65R PIPE THREADER 


No wonder it gives you fast turnover—this popu- 
lar 65R has saved millions of hours of threading 
time! Its one set of self-contained high-speed dies 
adjust to 1”, 14”, 1%” or 2” pipe size in 10 
seconds! Mistake-proof self-centering workholder 
sets instantly! And lead screw won’t jam on work- 
holder, kicks out automatically at standard 
thread length. Unmatched for easy pipe thread- 
ing—and sales! Stock 65R for steady profitable 
business. 
























THE RIDGE TOOL COMPANY « 






ELYRIA, OHIO 































THE MIXER swat [Imes Half [ 


General Mills All-purpose Food Mixer has exclusive 
built-in Mix Timer that assures properly mixed batter 
every time. Used on base or portably, motor delivers full 
power at every speed. Interchangeable beaters ‘‘pop out”’ 
for easy cleaning. Retail: $39.95. With Mix Timer: $43.95. 
Note: Mix Timer attachment available for standard model. 










( | }) Bett Crocksn of General Mills presents: 





rae onutwaeree (uiek Chango Grid 


General Mills All-purpose Grill-Waffle Baker with exclu- 
sive Snap-Latch allows 30-second grill changes. . . and 
it’s really BIG. Makes 4 plate-size waffles at once. As 4 
grill it fries bacon, eggs, meat, toasts sandwiches, bakes 
pancakes—cooks plenty for everyone right at the table. 
Expansion hinge lets grill open flat. Retail:$ 29.95. 
















General Mills Double Automatic Toast- 
er. High pop-up, toasts large or small 
breads to perfection. Retail: $22.95. 


General Mills Tru-Heat Iron & Steam 
Ironing Attachment for ironing and 
steam ironing the Betty Crocker way. 
Iron: $12.95. Steam Ironing Attach- 
ment: $7.00. Combination:$19.95. 
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Supported by the greatest 
advertising program ” 
General Mills history - 


Booths 900-901-902-800, 4 
Atlantic City Housewares Sho 
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wiStars for the Kifehen 





» bride |v *-co0K88 Try-Hoat Control sawsecorss Dials Coffoa to Facto 


vith exclu. § Seneral Mills Automatic Fryer-Cooker has famous “Tru- General Mills Automatic Coffee Maker has special ‘““Tru- 


es... and Heat” control to maintain correct temperatures so im- Perk’ control dial. Set for desired strength, coffee brews 
once. Asa & Portant in deep frying. It’s also a roaster, oven, deep-well itself to fragrant perfection—automatically shuts off 
hes, bakes § Coker, bun warmer, ‘“‘keep-hot”’ buffet server. Wide when indicated strength is reached . . . keeps coffee “‘serv- 


the table. § Stay-cool handles for easy carrying; drain spout for easy ing hot’’ for hours. Makes 3 to 9 cups. Retail: $27.95 
95. cleaning. Retail: $29.95. 





‘est [f= 


| \IGeneral Mills Home Appliances 
— SPONSORED BY Bett Crocker 
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TO HELP YOU SELL 








New Displays and Other Dealer Sales Helps 


(Continued from page 13) 


parts. To be exhibited at the At- 
lantic City Housewares show, fix- 
ture has storage compartment 
with sliding tray for spare handles, 
fuses and other parts. Display 
takes 31% sq ft of counter space. 
Dea] includes two 4 qt pans, one 6 





qt pan, and one 8 qt pan, plus nomi- 
nal supply of parts. Cost to dealer, 
$49.95. Aluminum Goods Mfg. Co. 


For more data circle No. 49 on postcard, p. 77 


Hack Saw Display 


Flex-Pak counter display for 
Star hack saw blades includes 20 
molybdenum steel Molyflex blades 
and 80 standard steel unbreakable 
special flexible blades. Copper-and- 
green display has top that stands 
erect when open. Molyflex blades 
are copper colored; standard blades 
are green colored for identification. 
Each blade comes in four sizes— 
10 in., 18 and 24 tooth pitch, and 





12 in., 18 and 24 tooth pitch. Moly- 
flex packets have five blades each; 


standards, 20. Clemson Bros., Inc. 
For more data circle No. 50 on postcard, p. 77 


94 


Sprayer Folder 


Covering complete line of small 
hand and power sprayers, new 
pocket-sized folder serves as handy 
reference in selecting the right 
sprayer for different needs. Folder 
describes and illustrates sprayers, 
suggesting practical uses for each 
type. F. E. Myers & Bro. Co. 


For more data circle No. 51 on postcard, p. 77 


Wood Screw Packaging 


Both Phillips and slotted head 
wood screws are now being pack- 
aged in boxes with color identifica- 
tion labels. Silhouette in color of 
head style and all identifying in- 





formation are discernible at a 
glance. Boxes are made of 100 pct 
virgin Kraft with twice the 
strength of old type boxes. Master 
cartons with fourfold corners are 
strong enough to make self-mailers. 
Boxes are soil and moisture re- 
sistant by use of paraffin base dye. 
All master cartons are now taped 
to minimize spillage. Southern 


Screw Co. 
For more data circle No. 52 on postcard, p. 77 


Floor Machine Catalog 


Four-page catalog discusses and 
shows applications of the ALM-13 
floor maintenance machine through 
a series of on-the-job action photos. 
The ALM-13 is versatile for a wide 


range of operations on all types of 
floors and is an auxiliary machine 
for the American Deluxe. Catalog 
shows uses of machine with vari- 
ous attachments, gives specifica. 
tions and other data. American 
Floor Surfacing Machine Co. 


For more data circle No. 53 on postcard, p, 77 


BB Shot Packages 


Two new cylindrical paper tube 
packages of Bulls Eye BB shot now 
supplements the familiar cellophane 
pouch. No. 5 tube retails for 5¢ 





. 
« 





and contains 140 BBs; No. 502 tube 
retails for 10¢ and holds 300 BBs. 
West Coast prices are 6¢ and 12¢ 
respectively. Pouch No. 700 retails 
for 5¢ and holds 152 BBs; 1¢ higher 
on West Coast. Daisy Mfg. Co. 


For more data circle No. 54 on postcard, p. <i 


Stool-Table Display 


Merchandiser display stand for 
Cosco products occupies less than 
12 sq. ft. of floor space and holds a 
flexible combination of three stools 
and two utility tables. No. ST-l 
unit is priced at $20 regularly, and 
dealers can obtain it for $10 on 





special purchase plan. Unit is all 
steel, finished in gray baked-on 
enamel. Full color banner at top 
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re sales rele) ir 








From polished lacquered 
chisel to straight-pulling claw, 
Warren-Teed H. Q. Wrecking 
Bars are precision-made. 
Handsome bright blue enamel 
gives them built-in eye appeal 
—promotes rapid turnover 
and volume sales. 
























Each Warren-Teed H. Q. Bar 
is formed from tough high car- 
* bon steel. Claw and chisel 






are carefully heat treated. The 
result is a chisel that holds 
its edge—a claw that retains 
its shape. 











Balance and 
easy-to-grip 

hexagonal 
shape make this bar @® 
a favorite with skilled 
workmen. 



































Check that full-lift fulcrum 
at the chisel end! It makes 
Precision-made claws prying easy—saves time, ma- 
even pull brads! Rolling ful- terials and work. 

crum adds extra lift and 

pull— reduces chances of 

marring work. 








Warren-Teed H. Q. Wrecking Bars are designed 
and packaged to promote sales for you. 
Carpenters and other skilled workmen like the 
handling ease, the precision-made claw, polished, true-edge chisel 
and the rugged coat of blue enamel that keeps them looking new longer. 
Packed in cartons, Warren-Teed H. Q. Wrecking Bars 
are easy to stock and display. Their good looks make them easy-to-sell. 
Warren-Teed H. Q. Wrecking Bars are ready 
for delivery to you in sizes from %” x 18” to %” x 36”. 
Buy them by the convenient, pre-packed half-dozen. 


a all 


WARPENW TEED 


trade 


Ne 





mark 


WARREN TOOL CORPORATION 
Manufacturers of Warren-Teed and Devil Railway Track Tools 
General Offices... Warren, Ohio 
Export Division . . . 30 Church St., New York 7, N. Y. 





WORLD'S LARGEST MAKERS OF HEAVY HAND TOOLS... exclusively 
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@ For more information on these products and services 
use free post card on page 77. 


shows entire Cosco line, describing 
and pricing each model. Auxiliary 
units for building larger displays 
can be purchased on cost-sharing 
basis. Hamilton Mfg. Corp. 


For more data circle No. 55 on postcard, p. 77 


Glue Packaging 


Elmer’s Waterproof Glue now 
comes in easy-to-identify package. 
Formerly called Cascophen this glue 
for wood consists of liquid resorcin 
resin and a powdered catalyst. Ele- 
ments are mixed for use according 
to directions on newly-designed 





label. Glue is available in quarter- 
pint, pint, quart, gallon, 5 gal. con- 
tainers. Chemical Div., Borden Co. 


For more data circle No. 56 on postcard, p. 77 


Hand Hack Saw Booklets 


Three information booklets on 
the selection and use of hand hack 
saws and band saw blades also 
cover power hack and band saw ma- 
chines, their operation and mainte- 
nance. How to Use Hand Hack 
Saw Blades, How to Use Power 
Hack Saw Blades, and How to Use 
Band Saws, each contain photos 
and sketches which illustrate the 
subject matter, and comprehensive 
charts and diagrams accompany 
the descriptive matter on each sub- 
ject. Copies are free upon re- 
quest. Capewell Mfg. Co. 


For more data circle No. 57 on postcard, p. 77 
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Frying Pan Lid Display 
Counter display is designed for 

Spatter-Prufe, an air conditioned 

aluminum spatter lid for the fry- 





ing pan which keeps splatter in and 
lets steamy moisture out. Display 
features cardboard sign which fits 
on the Spatter-Pruf lid itself. Lid, 
in turn, rests on a frying pan, dem- 
onstrating actual kitchen use. Lid 
is easy to clean; twist of the han- 
dle separates the two aluminum 
parts which can be dropped into 
dish pan for instant washing. 
Spatter-Prufe, Inc. 


For more data circle No. 58 on postcard, p. 77 


Paint Roller Rack 


Special deal consists of assort- 
ment containing Spreadmore paint 
roller sets together with specified 
quantities of Nu-Brush and Secons, 








new brush and roller cleaners, ang 
free Spreadmore Roller Rack which 
displays 18 attractively packaged 
roller sets and extra dynel and mp 
hair covers. Rack also has spage 
for displaying cleaners. Complete 
with poster topper, rack is con 
structed of durable enameled wire, 
Hanlon & Goodman Co. 


For more data circle No. 59 on postcard, p. 71 
















Trowel Promotion 


Promotion and merchandising 
aids include advertising, point-of- 
purchase and direct mail items to 
boost the sale of tools and equip , 
ment for trowel users. Circular 0 























shows 20 mats that are supplied 
free for local ads. Colorful new 
brochure describing some items has 
space for dealer imprint. Catalogs 
for mailing, counter card, work 
men’s caps and book matches to be 
used as giveaways are also avail- 
able. Goldblatt Tool Co. 


For more data circle No. 60 on postcard, p. 7! 


Paint Removal Display 


The Mr. Blister electric paint re- 
mover now comes individually pack- 
ed in attractive blue, white and 
black display box, ready for instant 
counter set-up by lifting the cover. 





Pure 





















Mr. Blister removes paint, wallpa- 
per and putty quickly and safely. 
B & L Tool and Machine Co. 


For more data circle No. 61 on postcard, p. 7 
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Floor Booklet 


To be used as customer give 
aways, free 16-page booklet tells 
how to keep house floors in good 
condition. Called “How to Main- 
tain Wood Floors,” photos show 
how to eliminate squeaks, correct 
buckling, how to take out old and 


=== 












OLUMBIA 
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SELL MORE ROPE 


Pure Manila & Radium Sisal Rope / 
FEATURES ae 





@ Easy to Handle... 
@ Easy to Store... 


@ Easy to Dispense... 
@ Keeps Rope Clean... 
@ More Sales Appeal... 


Iain 
COLUMBIAN 


SEEEZ= 
==> 


OLUMBIAN ROPE COMPANY, 400-70 GENESEE ST., AUBURN “The Cordage City’, N. Y- 
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TO HELP YOU SELL 








install new boards. Printed in two 
colors, it has special section on 
sanding that shows how to finish 
main floor areas, edges and corners. 
It also tells how to apply varnish, 
shellac or filler, and how to wax 
and polish. It gives data on floor 
machines, paint scrapers, glass 
cutters and other equipment. Red 
Devil Tools. 


For more data circle No. 62 on postcard. p. 77 


Glue Display Carton 
Colorful new Ship and Display 

carton holds 1 doz. bottles of Iron 

Glue. Yellow and red carton has its 





own fold-up price-marker, making 
it easy and quick to position, dis- 
play and price the dozen bottles. 
McCormick & Co., Inc. 


For more data circle No. 63 on postcard, p. 77 


Lock Washer Packaging 
Coin Pak lock washers in rolls of 

25, 50 or 100 now come packed in 

two-way carton which can be stack- 





ed on shelves with either top or bot- 
tom side up. Either way, there is 
an easily readable label for quick 
identification of contents. Open 
carton can be telescoped inside 
cover (illustrated) and still have 
right-side-up end label for display. 
Carton has black, yellow and white 
color combination. Mellowes Co. 


For more data circle No. 64 on postcard, p. 77 


Saw Blade Catalog 

New eight-page, two-color cata- 
log on line of hand and power hack 
saw and band saw blades contains 
helpful data on the proper selec- 
tion and use of hack and band saw 
blades. General Catalog No. 700, it 
contains photographs, blade de- 
scriptions and specifications. G. W. 
Griffin Co. 


For more data circle No. 65 on postcard, p. 77 


Faucet Washer Display 
Three-color combination folding 

carton and point-of-purchase dis- 

play is now used for faucet wash- 


paaeet sean 
’ 





ers. When carton cover is opened 
and .folded back it forms display 
panel with a partially outlined fau- 
cet. Die-cut slot in part of faucet 
permits actual display of faucet 
seat and washer. Carton contains 
transparent plastic envelopes, each 
with two faucet seats or two faucet 
swivel washers. Attached to each 
envelope is installation instruction 
booklet. Snap Products, Inc. 


For more data circle No. 66 on postcard, p. 77 





Floor Tile Catalog 

Complete line of KenFlex vinyj 
tile, including ThemeTile, Kep. 
Serts and Feature Strips, is coy 
ered in this brochure entitled, “Ay 
Amazing New Advance in Viny 
Flooring.” Full-color photography 
of typical home and commercial ip. 
stallations give examples of floor 
designs. Kentile, Inc. 


For more data circle No. 67 on postcard, p, 7 
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Dust Cloth Packaging 


New fall line of washable, cheni. 
cally treated dust cloths for polish. 
ing and dusting furniture comy 
in new packaging that is shipped 
in orange-colored wire display 
basket. New package makes cloth 
outstanding part of display becaus 
of visibility and strong point-0. 















Wall Tile 

This silent- 
to sell Mirap 
of-purchase. 
































































sale appeal. Each wire display hag. 
1 doz. cloths which retail for 49g™th choice « 
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ished in red and black design. Six 
rlles in the line are shown, plus 
two types of white blades. No sala- 
tle merchandise is tied up in dis- 
jay, yet rules have authentic ap- 
parance of actual merchandise. 
Called Panel No. 53, rules displayed 
have metallic finish. Carlson & 
Sullivan, Inc. 


for more data circle No. 69 on postcard, p. 77 
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Wall Tile Display 

This silent-salesman display helps 
to sell Miraplas wall tile at point- 
of-purchase. It is a corner board 
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display has 
‘ail for 49¢qvith choice of one-color plastic tile 
‘oducts, Inc, Contrasting field tiles and trims. 
postcard, p. 7 4e corner board shows how the 

tile will look when installed. Each 
isplay tle carries Miraplas identification 

ign, bearing the Good Housekeep- 
splay panelling Seal of Approval. S & W 
molded of Moulding Co. 


» and is fin- for more data circle No. 70 on posteard, p. 77 


Small Tool Line Catalog 


Catalog No. 52 illustrates and de- 
“ribes company’s small tool line, 
ittluding bit extensions, counter- 
sinks, nail sets, screw drivers, star 
frills, cold chisels, Ambertuf wood 
thisels, punches, all steel wood 
thisels, screw driver bits and pinch 
lars. In three colors, catalog has 
i pages. It also covers sets, as- 
srtments and displays. Mayhew 
Steel Products, Inc. 

Yor more data circle No. 71 on postcard, p. 77 


(Resume reading on page 14) 
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Asst. No. N-84 
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NOW—JACK-MASTERS HAVE SHIELDS: AT THE SAME PRICE 


Now the biggest selling pocket knives in America are dressed up for even better sales... 
with gleaming, beautifully finished shields on the stagged, colored, or pearl-like handles. 
Striking new displays with three dimensional panels will sell these knives faster than ever. 
Stock up on the new Jack-master assortments now. Ask your distributor or write direct 
for information. 


VERI-SHARP 
HIGH CARBON STAINLESS 


A handsomely grained, oil-rubbed wood 
block holds this good looking carving set. 
Hollow ground blades are Frigid Tempered 
to provide a long-lasting edge. DurOwooD 
Handles thrive on abuse, take high heat, 
rough use with ease. Largé-head, compres- 
sion rivets keep blade and handle tight. See 
the complete Veri-Sharp line made by 
Imperial, open stock, kitchen, carving and 
steak sets. Consumer satisfaction guaran- 





teed, too. Replacement or full purchase No. CS-72 


rice refunded to any consumer not com- , 
P y Retail......$3.50 


pletely satisfied after a 30-day trial. You 
can’t lose...there’s good profit in this line. b 


| 
mper LAL Kwire AssociaTeD COMPANIES, INC. 
Cs PROVIDENCE, &. 1 


General Sales Office: 1776 Broadway, New York 19, WN. Y. 


ONE OF THE LARGEST PRODUCERS OF CUTLERY IN THE WORLD 


Shorp Deluxe Houset | tlery Imperial Jack-master Pocket Knive 
Pocket Knives 


Schrade-Walden Pocket Knive 
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Caskey, Davis Get Executive 
Posts at Belknap Hardware 


William R. Caskey and 
Mark B. Davis have been 
elected vice-presidents of the 
Belknap Hardware & Mfg. 
Co., Louisville, Ky., at the 
firm’s recent annual board of 
directors’ meeting. Lee E. 
Dentinger was added to the 
board and Dara E. Cross 
was elected assistant trea- 
surer. 

All other officers and di- 
rectors of the firm were re- 
elected at the meeting. 

Mr. Caskey began his ca- 
reer with Belknap in Novem- 
ber, 1934, as an order clerk 
and later was transferred to 
the sales department. In 1936 
he was sent on the road and 
traveled for the company as 
a special harness salesman. 
Following this he went into 
the Texarkana territory 





Texas Boosters Form 
Past Presidents Club 


The organization meeting 
of the Past Presidents Club 
of the Texas Hardware 
Boosters was held in San 
Antonio, Tex., during the re- 
cent annual joint convention 
of the Texas Hardware 


Wholesale Assn., and the 
Texas Hardware Boosters 
Club. 


The meeting, attended by 
10 past presidents of the 
Boosters, elected Frank L. 
Boxwell of Yale & Towne 
Mfg. Co. as the club’s first 
president. 

Other officers elected in- 
clude L. S. Pickup of the 
Stanley Works, as 1st vice- 
president, and W. E. Love 
of Gray & Dudley Co., as 
secretary-treasurer. 

The group will function as 
a social organization and 
plans to hold a breakfast 
meeting each year at the 
June Texas  wholesalers- 
boosters convention. 
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where he continued to travel 
until he entered military ser- 
vice in 1941. 

Mr. Caskey returned to the 
company in February, 1946, 
and resumed his former 
duties. The following year 
he was brought into the of- 
fice as sales manager for 
Sales Div. 5. In 1948 he suc- 
ceeded Clifton Rhodes as 
sales director of that divi- 
sion. He was elected a direc- 
tor of the company in 1948. 

Mr. Davis joined Belknap 
in 1923 and has held posi- 
tions as order clerk, checker, 
stock taker, sales and credit 
departments. He started 
traveling for the company in 


1925, covering West Tennes- 
see and Mississippi. In 1939 
he was transferred to the of- 
fice as sales director of sales 
div. 2,a position he still holds. 
Mr. Davis was elected to 
the board of directors in 1942 
and seven years later was 
elected assistant treasurer. 


A. E. Scheuddig Joins 
Getreu & Son as Buyer 


A. E. Schueddig, toy and 
sporting goods buyer, has 
joined the staff of John J. 
Getreu & Son, Inc., Colum- 
bus, Ohio, wholesaler, it was 
announced by John J. Getreu 
president of the firm. 

Mr. Schueddig for the past 
18 years has been associated 
with the Tracy-Wells Co., 
Columbus. He will continue 
as a buyer with the Getreu 
firm. 








Worthington Co. Buys Cleveland Property 
Consisting of Three Six-Story Buildings 


The Geo. Worthington Co., 
Cleveland, Ohio, wholesaler, 
has purchased the property 
occupied by the Root & Mc- 
Bride Co. on West 16th St., 
Lakeside Ave. and Johnson 
St. ; 
The property consists of 
three six-story buildings, com- 
prising 165,000 sq. ft. of 
floor space. The buildings are 
adjacent to the rear of the 
present Worthington plant at 
802 St. Clair West. Purchase 
price, according to N. F. 
Luekens, Worthington Co. 
treasurer, was $225,000. 

The Worthington company 
expects to take possession 
early in July and wiil under- 
take extensive alterations at 
that time, according to Mr. 
Luekens. He advised that 
140,000 sq. ft. of the new 
buildings will be used prima- 
rily for warehousing hard- 
ware stock now stored in 
scattered rented buildings 
throughout the city. The re- 
mainder, in the West 6th St. 


building, will continue to be 
occupied by the Root & Mc- 
Bride Co. 

This purchase marks the 
fourth Worthington plant ex- 
pansion since 1937, raising 
the company’s working area 
to more than 500,000 sq. ft. 

At the same time, it was 
announced by W. D. Camp- 
bell, Worthington sales man- 
ager, that Lowell H. Van 
Epp, formerly of the Cleve- 
land sales department, has 
been transferred to the Akron 
area to replace H. E. Longley, 
who has resigned because of 
ill health. 

Mr. Campbell also an- 
nounced that Richard O. Zim- 
merman, also of the Cleve- 
land office, is taking over 
the firm’s Springfield, Ohio. 
area. New salesman in the 
Erie, Pa., area is Kenneth 
L. Burton, formerly Worth- 
ington representative in 
Olean, N. Y. Mr. Burton is 
being replaced in Olean by 
James D. O’Neal. 





Rector Elected Head 
Of True Temper Corp. 


W. G. Rector has bee 
elected president of Tru 
Temper Corp., Cleveland, 


W. G. RECTOR 


Ohio, at the company’s an- 
nual meeting of shareholders 
on June 23. 

Mr. Rector has been execu- 
tive vice-president of True 
Temper since last January. 
Prior to that time he had 
been manager of the com- 
pany’s largest plant at 
Charleston, W. Va. 

G. E. Dickinson, formerly 
vice-president-labor relations, 
was elected vice-president 
and manufacturing director. 
It was also announced that 
George W. Yearley had been 
appointed director of re 
search and product develop- 
ment. Mr. Yearley has been 
manager of the True Temper 
plant at Geneva, Ohio, for 
the past several years. 





Miller Gets Executive 
Post At Sand's Level 


G. L. Miller has been named 
vice- president and general 
manager of the Sand’s Level 
& Tool Co., Clinton, Ind., suc- 
ceeding Jack DeFrees who 
left the firm on March 1. 

The Sand’s company it- 
tends to continue in the man- 
ufacture and sale of its levels 
and associated products more 
vigorously than ever. 
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Comtois Heads Sales At 
Exact Level & Tool 
The appointment of David 


H, Comtois as sales manager 
ad Exact Level & Tool Mfg. 





DAVID H. COMTOIS 


(o., Inc., High Bridge, N. J., 
has been announced by T. F. 
Vaida, president of Exact 
Level. 

Mr. Comtois comes to Ex- 
act Level with a background 
of sales and sales manage- 


ment obtained while serving 
as sales manager of standard 
products for the Corbin 
Screw Div. of the American 
Hardware Corp., and more 
recently as sales manager of 
a cold heading plant. 





Landers, Frary & Clark 
Names Andrews to Post 


John A. Andrews has been 
appointed sales development 
manager of the Electric 
Housewares Div. of Landers, 
Frary & Clark, New Britain, 
Conn., S. G. Fisher, division 
sales manager, announced. 

Mr. Andrews has been as- 
sociated with the company in 
various capacities for 14 
years, except for service in 
the Navy during the past 
World War. He has most re- 
cently been the Electric 
Housewares Div. district 
manager in Houston, Tex. 

Mr, Andrews replaces Rob- 
ert A. Beyers, who retired 
July 1 to engage in his own 
business in Dallas, Tex. 





0’Neil Elected Honorary Chairman Of 
Richards & Conover at Oklahoma City Meeting 


M. E. O’Neil has been 
elected honorary chairman of 
the board of directors of 
Richards & Conover Hard- 
ware Co., Kansas City, Mo., 
and Oklahoma City, Okla., 
wholesaler, at the firm’s re- 
cent board of directors’ meet- 
ing held in Oklahoma City, 
Okla. 

This marked the first time 
that the company, established 
in 1857, ever held a board of 
directors’ meeting outside the 
Kansas City office. The meet- 
ing took place June 15 in the 
Skirvin Hotel, Oklahoma 
City. 

Mr. O’Neil was voted the 
honorary chairmanship in 
tribute to his 54 years of ac- 
tive service with the com- 
pany. He was for 23 years 
general manager of the Ok- 
lahoma City plant, and elect- 
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ed vice-president of the firm 
in 1941. He retired in 1947 
but still acts in an advisory 
capacity. 

One hundred Oklahoma 
City civic and business lead- 
ers attended a luncheon in 
honor of the meeting being 
held in that city for the first 
time. The luncheon was spon- 
sored by the Oklahoma City 
Chamber of Commerce. 

Establishment of the Ok- 
lahoma City plant came in 
1906 and today it occupies 
three buildings with five 
acres of floor space. It has 75 
persons as house employees 
and 25 salesmen. The Kan- 
sas City plant has 300 house 
employees and 55 salesmen 
working in seven states. The 
building provides eight acres 
of floor space. 
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Lawn Mower Meeting Studies 
Service, Sales Trends, Taxes 


Power mower servicing, 
selling to the growing re- 
placement market, use of leaf 
grinding units, tax problems 
and the outlook for future 
sales were among the sub- 
jects discussed at the first 
annual convention of the 
Lawn Mower Institute. 

The meefing, held June 26 
at the Edgewater Beach 
Hotel, Chicago, was said to 
represent the largest gather- 
ing of lawn mower manufac- 
turers ever held under one 
roof. 

The membership of the In- 
stitute re-elected present of- 
ficers to serve another year. 
These officers are: President, 
T. Bowring Woodbury, presi- 
dent of Air Capitol Manufac- 
turers, Inc.; vice-president, 
S. O. Briggs, vice-president 
of Lawn Mower Div., Reo 
Motors, Inc.; secretary-trea- 
surer, C. Neal Turner, presi- 
dent of Eclipse Lawn Mower 


Co. Harold K. Howe was re- 
appointed executive secretary. 

The morning session heard 
Allan W. Greene of the Lawn 
Mower Div. of Reo Motors, 
Inc., explain steps that should 
be taken by the industry to 
meet the service needs of the 
future. 

Mr. Greene estimated that 
there are about 5000 com- 
petent mower repair shops 
now in operation, but this 
is far from adequate. The in- 
dustry, he said, must stress 
the profits to be made in 
mower servicing to attract 
new shop operators. 

He felt that as part of 
this drive for new repair 
shops, the industry should 
improve its parts distribution 
set-up and uniform, profit- 
able parts price schedules 
established. 

There is also a need, the 
speaker said, for better ser- 

(Continued on page 108) 





Officers of the Lawn Mower Institute, opening the first 

annual meeting of the group, are left to right, president, 

T. Bowring Woodbury of Air Capitol Mfrs., Inc.; secre- 

tary-treasurer, C. Neal Turner of Eclipse Lawn Mower 

Co., and vice president, Sam Briggs of Lawn Mower Div. 
of Reo Motors, Inc. 
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M. J. Walker to Head Sales, Merchandising 
For Pincor; Wiley is Named Sales Manager 


M. J. Walker has rejoined 
Pioneer Gen-E-Motor Corp., 
a member of 


Chicago, as 





M. J. WALKER 


the executive staff and as 
vice-president in charge of 
all sales, advertising and 
merchandising, the company 
has announced. 

Mr. Walker recently re- 
signed as vice-president and 
director of sales of Jacobsen 
Mfg. Co., Racine, Wis. He 
had previously been asso- 
ciated with Pioneer Gen-E- 
Motor Corp. as a vice-presi- 
dent, and prior to that had 


served as sales manager of 
Eclipse Lawn Mower Co. 

It was also announced that 
Robert M. Wiley has been 
appointed sales manager and 
will be responsible for the 
sales and merchandising to 
wholesalers of Pioneer power 
lawn mowers, portable elec- 
tric tools, electric generating 
plants and hedge trimmers. 





ROBERT M. WILEY 


Mr. Wiley was formerly 
associated with the G. W. 
Davis Corp. and most re- 
cently was sales manager of 
the Johnston Lawn Mower 
Corp. 


Executive Heads of American Hardware 





Recent changes in management of the American Hard- 


ware Supply Co., 


Pittsburgh, Pa., 


have been an- 


nounced by the firm. The executive heads of American, 
shown in the above photograph, are, from left to right, 
seated: H. Leslie Gould, vice-president in charge of 
sales and advertising; E. A. Hastings, executive vice-pres- 
ident, general manager and treasurer; V. O. Hall, vice- 
president and assistant general manager. Standing, left 
to right: W. A. Baker, Jr., assistant vice-president in 
charge of purchases; C. C. Raisig, vice-president, ware- 
house operations; Miss B. M. Rich, assistant treasurer, 
accounting; B. W. Hill, assistant treasurer. 
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In making these announce- 
ments, the company also re- 
ported that the recently ac- 
quired plant No. 2 in Chi- 
cago, now in production, will 
manufacture the Pioneer line 
of portable power tools, gen- 
erators, dynamotors§ and 
mowers for the wholesale 
trade. 

This will permit expansion 
of facilities at plant No. 1 
for the production of Pincor 
products for franchise deal- 
ers. 


California Gift Show 
Set for July 26 to 30 


More than 6,000 store buy- 
ers and merchandise man- 
agers from all sections of the 
United States, and many 
foreign countries, will arrive 
in Los Angeles from July 26 
to 30 to attend the 37th Cali- 
fornia Gift Show, managed 
by Los Angeles Trade Fair, 
Inc., non-profit affiliate of the 
Los Angeles Chamber of 
Commerce. 

This year’s show, with its 
record number of 450 exhibi- 
tors is expected to attract 
more buyers than ever before. 

The Show, as in previous 
years, will be held in four 
locations: The Merchandise 
Mart Building; Brack Shops; 
the Biltmore and Alexandria 
Hotels, and in _ individual 
showrooms. 








Hardware Briefs: 


Ace Self-Service Stores 





Anger Sales Head Of 
Nesco Housewares Diy, 


Appointment of Edwin 4. 
Anger as sales manager of 
the housewares division of 





EDWIN A. ANGER 


Nesco, Inc., Milwaukee, Wis., 
has been announced by E. P. 
Altemeier, vice-president in 
charge of sales. 

Mr. Anger, who has beena 
sales executive with Nesco 
for eight years, was previ- 
ously northern regional man- 
ager with offices in Chicago. 
His prior experience included 
executive positions with But- 
ler Brothers and the whole 
sale division of Marshall 
Field & Co. In his new posi- 
tion, Mr. Anger replaces Ray 
Thomas, who recently re- 
signed from that post. 


Open in Indiana, 


Wisconsin; Spotts, Chapman Buy Iowa Store 


Kokomo, Ind.—The Arm- 
strong Landon Co., 101 W. 
Sycamore St., one of Indiana’s 
oldest and largest retail 
hardware stores, has become 
an Ace Hardware Store and 
recently held a grand open- 
ing. In business for 98 years, 
the store operates in a six- 
story building, 66 x 130 ft., 
using three floors for selling. 

The first and second floors 
have been completely re- 
modeled with Ace fixtures 
and set up on a self-service 
basis. 


Eagle River, Wis.—Estab- 
lished 68 years ago, this 
city’s local hardware store 
recently held a grand open- 
ing as an Ace Hardware 


Store. It is a self-service type 
store with a complete house- 
wares and gift department. 


Dunlap, Iowa—The Dally 
Hardware Co., in the same 
location for the past 61 years, 
has been purchased by EI- 
wood A. Spotes and Dorothy 
Chapman from Frank B. 
Dally. The firm is now known 
as the Dunlap Hardware Co. 
Mr. Dally, who operated the 
firm for 44 years, will con- 
tinue in the company for the 
present. 


Las Cruces, N. M.—Hard- 
ware Supply, Inc., a New 
Mexico corporation with 
branches in Silver City and 

(Continued on page 110) 
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A new chairman of the 
bard, two new  vice-presi- 
dents, and a new treasurer 





JOHN S. PFLUEGER 


were named at a_ recent 
stockholders’ meeting of the 
Enterprise Mfg. Co., Akron, 
Ohio. 

John S. Pflueger, president 
since 1950, and an officer for 
28 years, was named to the 
additional position of chair- 
man of the board. L. Clifford 
Dibble, secretary and assis- 
tant treasurer, is now execu- 
tive vice president and secre- 
tary. Charles T. Pflueger, 
Jr, director of personnel 


Calvert Gets Sales Post 
With Clayton & Lambert 

D. J. Calvert has been 
named sales manager of the 
Panic Exit Device Div., Clay- 
ton & Lambert Mfg. Co., 
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Louisville, Ky., it was an- 
nounced by R. J. Miller, vice- 
president in charge of sales. 

Before joining Clayton & 
Lambert, Mr. Calvert was as- 
sociated for many years with 
the American Radiator & 
Standard Sanitary Corp., in 





D. J. CALVERT 
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J) S. Pflueger Named Board Chairman Of 
Enterprise Mfg. Co.; Others Appointed 


since 1950, was made vice- 


president in charge of per- | 
sonnel. S. Albert Butt, assis- | 
tant secretary since 1950, is | 
now assistant secretary and | 


treasurer. 


John §S. Pflueger is 
who founded the company in 


1864, and a son of E, A. 


Pflueger, president until his 


death in 1944. 
Mr. Dibble started with 
Enterprise in 1915 when the 
greater part of the Pflueger 
products was harness hard- 
ware. He was assistant sec- 
retary for a number of years 
and was made secretary and 
assistant treasurer, as well 
as a director in 1950. 
Charles T. Pflueger, 


1943. Prior to being made 
director of personnel, and a 
member of the board of di- 
rectors in 1950, he was assis- 
tant to the president, C. T. 
Pflueger, Sr. 

Mr. Butt joined the com- 
pany in 1944 as an auditor. 
Previously, he had been an 
accountant for the Bethle- 


hem Steel Co. and the Fire- | 


stone Tire & Rubber Co. 


design, procurement and sales 
capacities. 


American Chain Names 
Wheeler to New Post 


C. N. Johns, president of | 


American Chain & Cable Co., 


Inc., Bridgeport, Conn., and | 


associate companies, has 
named Wilmot F. Wheeler, 
Jr., 
dent. 

Mr. Wheeler will maintain 
headquarters at 230 Park 
Ave., New York. He has been 
with the company for the 
past two years working on 
special assignments. 





Boucher to Represent 
Strunk Chain Saws 


William C. Bucher has been 
appointed north eastern di- 
vision sales 
for Strunk Chain Saws, it 
was announced by H. E. 
Mumford, Strunk sales man- 
ager. 
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a | 
grandson of E. F. Pflueger, | 


ats | 
has been with the firm since | 


assistant to the presi- | 
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pre-measured 
manila rope 
in handy pre-marked packages 


AWO pRE-wH1ecED ToO/ 


New Bedford Handi-Hanks practically sell themselves— 
meet all customer needs—easily identified—attractively 
displayed. 

PRE-MEASURED! Each Handi-Hank contains 35 feet of 
pure manila rope in 14”—3”—or 1/2” diameter. Handi- 
Hanks are connected (one continuous length) to meet 
the long and short of customer requirements ... from 
35 to 210 or 700 feet. 

SO EASY TO HANDLE! To separate, just cut in the center 
of the red tape marker and the Handi-Hank is ready to 
go—whipped and wrapped this makes self-service pos- 
sible. The tape automatically binds both ends of the 
| rope—never a loose end, 

TWO-COLOR DISPLAY CARTON! A neat addition to 
your counter or island display—protected in shipment 
by an outer cover. Contents are clearly described on 
carton and cover. Just lift off the outer cover and sell. 
Contact your distributor today. 


WEW BEDFORD 


GD sen 


NEW BEDFORD CORDAGE CO. 
| General Offices and Mills: NEW BEDFORD, MASS. 
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See Records Set at National 
Hardware Show, Oct. 5 to 9 


The 1953 National Hard- 
ware Show, to be held Oct. 5 
to 9 at New York’s Grand 
Central Palace, may set a 
new record in every cate- 
gory, it was announced re- 
cently. More exhibitors, more 
buyers in attendance, more 
merchandise displayed and a 
whole new division of lawn, 
garden and light farm equip- 
ment have been added to this 
year’s event. 

The 1952 record of 727 
manufacturers showing and 
34,117 buyers in attendance 
are about to be surpassed. 
Last year’s merchandise 
value in excess of two mil- 
lion dollars will be exceeded 
this time, and it is expected 
that manufacturers will in- 
troduce up to 600 new prod- 
ucts never before shown to 
the trade. Product literature 
and merchandising plans will 
also be distributed in great 
quantities. 

Arrangements are beinz 
made for storing shipping 
crates in outside warehouses. 
Hotel reservations will be 
made for exhibitors and buy- 


ers requesting them. Attend- 
ing buyers will receive offi- 
cial badges designating their 
buying categories and a buy- 
ers’ guide and directory list- 
ing the names of exhibitor 
firms, their products and per- 
sonnel. 

The Fishing and Hunting 
Div. will take over the first 
floor of the 71st Regiment 
Armory, 34th St. and Park 
Ave., just five minutes from 
Grand Central Palace: 

Buyers who would like 
tickets of invitation to the 
show, which includes its 
Fishing and Hunting, and 





Lawn, Garden and Farm di- 
visions, should write to the 
National Hardware Show, 
331 Madison Ave., New York 
1%, XN. %. 


Gibbons to Head Sales 
Promotion at Coleman 


Consolidation of all sales 
promotion activities and ad- 
vertising under the direction 
of Tom Gibbons has been an- 
nounced by C. L. Burrows, 
vice-president in charge of 
sales of the Coleman Co., 
Inc., Wichita, Kan. 

From 1946 to 1952 Mr. 
Gibbons was advertising 
manager of Magic Chef, Inc., 
St. Louis, Mo., and more re- 
cently was director of mar- 
keting for Caloric Corp., 
Philadelphia, Pa. 


AHMA Assigns Booths 
For Coming Convention 


Booth assignments for the 
Conference Booth program 
during the joint annual con. 
vention of the American 
Hardware Manufacturers As. 
sociation and the National 
Wholesale Hardware Associ- 
ation were recently made by 
AHMA. Assignments num. 
bered 390 booths as compared 
with 373 booths for last 
year’s conference booth pro 
gram. 

The convention, which will 
be held Oct. 11 to 14 in At 
lantic City, N. J., will include 
two afternoons of the Con- 
ference Booth Program Mon- 
day and Tuesday, Oct. 12 
and 138, in the Atlantic City 
Auditorium. 








Carborundum Co. Lists Personnel Changes; 
Rogers, O’Mara, Phipps Retire; Many Named 


F. W. Bonacker, general 
sales manager of the Indus- 
trial Abrasive Sales Div. of 
the Carborundum Co., Niag- 
ara Falls, N.Y., has announc- 
ed several personnel changes. 
Among the changes are three 
retirements: George S. Rog- 
ers, Buffalo district sales 
manager, with 37 years of 


service; William T. O’Mara, 
general salesman, Buffalo 
sales district, with 41 years; 
and Samuel Phipps, general 
salesman, St. Louis district, 
after 35 years of Service with 
Carborundum. 

George H. Dennison was 
moved up from assistant to 
Buffalo sales manager. 


Above is a section of the exhibits of the 1953 Toy & Holiday Display held recently by 
the Bostwick-Braun Co., Toledo, Ohio, wholesaler. The display featured all types of 
toys—stuffed toys, pull toys, mechanical, military, and space variety, and numerous 
other kinds. 


William G. Kettner, Jr, 
was promoted from assistant 
to office manager for the New 
York sales district. 


~ 


C. R. Strong, a _ general 
salesman in the Chicago sales 
district, who serviced a ter- 
ritory in Wisconsin, was 
transferred to the Peoria, 
Ill., territory and _ will -sell 
both bonded and coated ab- 
rasives in that area. I’. H. 
Garske, Jr., A. G. Ott and 
J. H. Spehr will service the 
Wisconsin territory formerly 
served by Mr. Strong. 


M. I. Johnson, formerly 
bonded field sales engineer in 
the Buffalo district, was made 
general salesman and _ will 
service the territory formerly 
served by Mr. O’Mara in the 
Buffalo district. 


G. A. Tanner, graduate 
sales trainee, was promoted 
to general salesman and as- 
signed to the territory form- 
erly covered by Mr. Phipps in 
the St. Louis district. 

H. A. Johnson, a coated 
abrasive salesman in the St. 
Louis district, was assigned 
the South Texas coated abra- 
sive territory formerly ser- 
viced by S. E. H. France, 
who was transferred to the 
New York sales district. 


H. W. McGarr, formerly 4 
coated abrasive salesman for 
the Des Moines-Davenport 
territory, was transferred to 
the Chicago district. The ter- 
ritory previously serviced by 
Mr. McGarr will now be 
served by R. D. Hulben and 
C. R. Strong. 
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GOLDBLATT Tools 


The Most Complete Line 


for the Trowel Trades. 


Goldblatt has no salesmen; sells direct to 
dealers. The Goldblatt line includes every- 
thing for the plasterer, bricklayer, cement 
mason, tile-setter and the masonry contractor. 
You'll get faster turnover — greater profits — 
satisfied customers — repeat sales — with 
Goldblatt Tools. 


Order all your tools and equipment for 
the Trowel Trades from Goldblatt. It’s 
Easy—One Order .. . It’s Economical—One 
Shipment . . . It’s Simple—One Invoice. 
Goldblatt Tools include everything for the 
apprentice, journeyman and contracting plas- 
terer, bricklayer, cement mason, and tile-setter. 
The fame and quality of this nationally known 
line make it easy for you to sell. 


GOLDBLATT Manufactures a complete line 
of Tools for the Trowel Trades. 


GOLDBLATT Distributes a supplementary line 
of equipment for the Trowel Trades. 


Send TODAY 
for FREE CATALOG 
For full information on direct-to- 
dealer sales policy, write today 
for your FREE copy of Goldblatt’s 
current Catalog and Price List. 


Goldblatt Tool Company 


Kansas City 8, Missouri 


Walnut Street 




















CARBOLOY J 


Designed for the home work- 
shop. Contains 3 Carboloy 
“Live-Spiral” Masonry Drills 


ers. A 
¥,” chucks. Send coupon. 


MAIL TODAY FOR FULL DETAILS 


~~ 
| 


N OW. e e Capitalize on 


big 





No packing 
No stalling 


Millions of portable electric drills are in use in 
home and industry. Right now, from this large 
market, there’s a big demand for Carboloy “Live- 
Spiral” Masonry Drills—the carbide-tipped, ro- 
tary-type drills that zip through concrete like 
wood ... drill any masonry fast and clean, without 
stalling, packing, binding. 

And this demand is growing. Vigorous adver- 
tising reaches many of your customers in the 
“do-it-yourself” market in such magazines as 
Popular Science, Popular Homecraft, Popular 
Mechanics and Homecraft and the Home Owner 
. and industrial consumers in four other 
publications. 

Cash in, now, on this big demand. Carboloy 
Masonry Drills are priced for quick turnover. 
Attractively packaged for quick sales. Engineered 
for phenomenal results. They’ll help you make 
many extra tie-in sales of portable drills, anchor- 
ing devices and other accessories. 

Order these drills today from your jobber, or, 
if you choose, get full details on resale proposition. 
Send in coupon now. 


HANDY-MAN KIT FREE FOLDER 





Get all the facts on 


y,” 


%”, 4” ... all fit 


“Carboloy”’ and “Live-Spiral’’ are registered trademarks of the 
Carboloy Department of General Electric Company 


CARBOLOY 


DEPARTMENT OF GENERAL ELECTRIC COMPANY 
11197 E. 8 Mile Road, Detroit 32, Michigan 


Rush me resale proposition and descriptive folder without obligation. 


Name Position 











Zone State 








| am a [ hardware retailer. | am a [) wholesaler. 


Es 










“Live- | 

Spiral” drills. Sizes range from | \ 
3/16” up .. . drills of %” and 
above fit 4%” chucks. Optional 
%4” shank on ¥%” drill, also. 








| 


ews oF 


Last An Agent Again; 
Rejoins Eastern Sales 


A. I. Last has severed his 
connections with the Erie 
Hardware Mfg. Co., Inc., 

| New York, and is back de- 
| voting full time as a manu- 
facturers’ representative. 

Mr. Last, who was national 
sales manager and exclusive 
metropolitan salesman for 

| Erie, is head of the Eastern 
Sales Co., 277 Broadway, 
| New York. The company 
covers metropolitan New 
| York and northern New 
| Jersey. 


| Larsen to Cover Texas, 
Louisiana for Utica 


Ronald A. Larsen, has been 
appointed by the Utica Drop 
Forge & Tool Co., Utica, 
N. Y., as its representative in 
southern Texas and Louisi- 
ana. 


MS, 
3 
‘ ; 


a 


ff 
| 
| 


several recent programs. 
Charles D. Briddell Co., 
Hour” on KRLD-TV and on 


MANUFACTURERS’ AGENTS 


News of the Trade : a 


Mr. Larsen and his organi. 
zation will handle the com. 
plete line of Utica pliers, ad. 
justable wrenches and screy 
drivers. 

On Jan. 1, 1946, Mr. Lar. 
sen started his own business 
as a manufacturers’ represen. 
tative. 

Working with Mr. Larsen 
will be Cal Slocum as special 
assistant on Utica tools. 





Samba to Represent 
Chicago Spring Hinge 
Chester P. Samba has been 
appointed by the Chicago 
Spring Hinge Co., Chicago, 
Ill., as its representative in 
the New England states and 
eastern New York, except 
metropolitan New York. 
Mr. Samba for the present 
will maintain headquarters 


at the Chicago Spring Hinge 
Co.’s New York office, 105 
Reade St. 






B. M. Vaughn of Houston, Tex., has confirmed the versa- 
tility of manufacturers’ agents by turning TV actor on 
Mr. Vaughn; who represents 
Inc., 
“Our House” on WDSU-TV, 
New Orleans, La. The photo shows Mr. Vaughn explain- 


appeared on “Variety 


ing the proper use of Carvel Hall cutlery to Gerry John- 
son, MC on the KRLD program. 
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AT THE INDUSTRY’S GREATEST MERCHANDISING EVENT! 


Oniy at the National Hardware Show can you 4,000 lines of hardware and related items. 
preview the industry in all its aspects . . . see the 
hardware world in all its detail . . . fulfill your 
buying needs for an entire year. It’s the world’s 
largest showing of hardware and allied products 
... the most comprehensive merchandising exposi- 
tion ever held by the trade. 





And be sure not to miss the newest feature of the 
show ... the Lawn, Garden and Light Farm Equip- 
ment Division . . . where more than 50,000 sq. ft. 
of space will be devoted to lawn, garden and light 
farm equipment displayed by over 200 manufac- 
turers. 















Here, as a buyer, you may See... Feel . . . and ; 

Compare the newest and best in hardware and Also be sure to see the complete line of fishing 
allied lines, get the latest information on prices, and hunting equipment at the Fishing and Hunt- 
production and delivery, secure new lines and ing Division . . . this year,at the 71st Regt. 
franchises, learn about the latest merchandising Armory, within five minutes of Grand Central 
plans and packaging presentations in more than Palace. 


Buyers, plan now fo attend. Fill out and mail the registration coupon. Your admission 
badge, which will admit you without further registration, will be mailed to you. 











§ Save time by registering NOW. Fill in and mail this registration coupon t 
§ and your admission badge will be mailed to you. Please check below if ] 


29) NATIONAL 1 you wish us to make hotel reservations for you. (Please Print). 
~ ! 
an 
NK |. NAME TITLE 
e) Se) 
| 7 
y 























=:.) HARDWARE == 
LZ, SHOW TYPE OF BUSINESS _— 


Please check below the classification of your business 
























> vergsa- 



















ctor on 
resents ‘ . 

. [] Wholesaler CJ Retailer C Dept. & Chain Store Buyer 
Mpa 331 MADISON AVE., NEW YORK 17, (] Importer-Exporter [] Mfgrs’ Agent (J Manufacturer [J Other 
*xplain- MURRAY HILL 2-4802 (0 Please send us your hotel reservation blank. 
yo Minors ynder 18 yrs. of age will not be admitted under any circumstances 
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Lawn Mower Institute Holds Meeting 


(Continued from page 101) 
vicing equipment and for 
more competent mower re- 
pair mechanics. To train 
mower mechanics, he recom- 
mended more factory schools, 
including factory - sponsored 
field schools. 

Mr. Greene also urged that 
technical and vocational 
schools be encouraged to pro- 
vide training in mower ser- 
vicing. 

An analysis of the power 
mower market was presented 
at the meeting by Vincent 
Shiely, assistant to the presi- 
dent, Toro Mfg. Co. Mr. 
Shiely charted the movement 
of economic factors that have 
an influence on mower sales, 
such as housing starts, family 
unit formations, population 
trends, etc. 

Projecting of present trends 
in these factors, the speaker 
said, suggests that sales in 
1953 will be between 1 and 
1.1 million mowers, with the 
next few years probably ex- 
periencing a slight tapering 
from this level to around 
800,000 to 900,000 units. This 
estimate, he stressed, could 
be easily altered by potential 
changes in any number of 
factors. 

Mr. Shiely estimated that 
the power mower market is 
about 50 pct saturated, as 
compared with 95 pct for re- 
frigerators. With some 6,100,- 
000 units having been pro- 
duced since 1946, the replace- 
ment market is growing in 
importance, he said. 

Replacement sales are now 
about 6 pct, the speaker es- 
timated, and will increase 
annually and by 1960 may be 
as high as 70 pct of the mar- 





Among the new directors 


elected to the institute's 
board of directors were 
(left) A. W. Schenck of 
the Lawn Mower Div. of 
Savage Arms Corp., and 
H. F. Engelking of Bolens 
Products Div. of Food Ma- 
chinery & Chemical Corp. 
Mr. Schenck was re- 
elected. 
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ket. These calculations, he 
explained, are based on an 
average mower life of 7% 
years. 

T. Bowring Woodbury, the 
institute president, in dis- 
cussing the group’s program, 
suggested as possible future 
activities the development of 
a statistical program; issuing 
of semi-monthly reports on 
weather and climatic condi- 
tions; study of transporta- 
tion costs and freight classi- 
fications, and safety in design 
and operation of mowers. 

Harold K. Howe, executive 
secretary, reported on the 
status of efforts to eliminate 
the excise tax on mowers. 
He described bill HR4900 
which has been introduced to 
abolish the excise tax on 
mowers. 

Other speakers at the meet- 
ing included Oscar T. Jacob- 
sen, president of Jacobsen 
Mfg. Co., who spoke on 
“Trends in Models and Dis- 
tribution.” 

Mr. Jacobsen wondered if 
perhaps the industry didn’t 
have too many models. He 
estimated that some 1000 
models were being turned out 
by about 200 producers, with 
constant pressure being put 
on by salesmen for still more 
models. 

Discussing distribution 
trends, Mr. Jacobsen said he 
estimated, without actual sta- 
tistical support, that about 
50 pet of mower output is 
handled by chains of various 
types; 30 pct by wholesale 
hardware firms, and the pal- 
ance on a direct to dealer 
basis. 

Dr. James Tyson of Mich- 
igan State College, discussed 
various phases of leaf mulch- 
ing by use of a power leaf 
grinder, and D. L. Gibb, sales 
manager, Plastics Div., Dow 
Chemical Co., spoke on the 
“Future of Plastics in the 
Lawn Mower Industry.” 

David M. Lilly, president 
of Toro Mfg. Corp. and chair- 
man of the institute’s pub- 
licity committee, suggested 
to the membership that they 
give thought to a promotional 
program in consumer publi- 
cations that would put stress 
on how to make a good lawn, 
rather than directly on lawn 
mower sales. 

Walter C. Davis, Jr., vice- 
president of G. W. Davis 


News of the Trade 





Corp. and chairman of the 
institute’s membership com- 
mittee, reported that mem- 
bership had increased to 39 
members over the past year. 

The officers of the insti- 
tute, in addition to those 
noted previously in this re- 
port, are: Executive com- 
mittee: Mr. Woodbury, Mr. 
Briggs, Mr. Turner, and Har- 
old Cooper, secretary-treas- 
urer of Cooper Mfg. Co., 


Seen at Lawn Mower Meeting 


and David M. Lilly, president 
of Toro Mfg. Co. 

Other directors of the ip. 
stitute include Oscar T. Ja. 
cobsen, president of Jacobsen 
Mfg. Co., A. W. Schenck, 
sales manager of Law 
Mower Div. of Savage Arms 
Corp.; H. F. Engelking of 
Bolens Products Div. of Food 
Machinery & Chemical Corp.; 
and John J. Wallace, sales 
manager of Clemson Bros, 


A typical round table discussion by members at the 
luncheon session. 
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NO. 905 —250 WATTS 











Heavy duty type. Built 


to last under < 


rugged, industrial 





use. Twin Viso-lites. 


List Price 



















a 
NO. 909 —135 WATTS 


ws For field or bench use. Fits 
Your customers are going to ask to easily in tool kit... balances itself on 

see the new Carlson “Rule for Right- bench (stands upright). Single Visa-lite 
handed People.” National adver- 












tising is calling attention to this new- list Price. . . $16.25 
est design in rules. The Carlson 3210 
RH rule with its 10 foot white blade - - 


is easier for right handers to use. 
NO. 900 —135 WATTS 





Lighter duty type for standard operations. De- 
pendable, durable performance. Single Visa-lite. 


$15.00 






List Price . 


BUILDS NEW INTEREST 





= DRAKE soldering guns feature durable, heat resist- 





*ne w= =" ee ant cases; smooth, instant trigger action; handy Visa- 
It’s designed with numerals on the blade reading from right to left lites for keeping work in sight—all UL Approved. 
(conventional rules read left to right). When you hold the 3210RH rule 
p in your left hand and pencil In your right . . . numerals are rightside @ WRITE NOW FOR ALL THE FACTS! @ 
s" up for right handed marking. This is real convenience. And of course 


you get all the famous Carlson features on this fine rule: 


* 10 Second Blade Change * 10 ft. Crackproof White Blade DRAKE FLECTRIC WORKS Inc 
* Easy-action Swing Tip * Automatic friction brake / . 
ORDER TODAY FROM YOUR HARDWARE JOBBER 3656 LINCOLN AVE., CHICAGO 13, ILL. 
Produced under Patents 2089209, 2510939, 2629180 


at the CARLSON & SULLIVAN, INC. MONROVIA + CALIFORNIA 


In Canada: JOHN R. ANDERSON & SON, Ltd 
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o> Y 
Re Gh iagin 


For more than 50 years Griffin 
hinges have been known for their 
fine materials and workman- 
ship. Griffin hinges are 

part of a wide variety of light 
builder’s hardware... 

quality produced by 

Q Griffin. 


Pesery DOOR NEEDS THREE! 


RIFFIN- 


anufacturing Company 
ERIE + PENNSYLVANIA 


THE B. S. ALDER COMPANY 
45 Warren Street 
New York 7, N.Y. 
HARVEY D. RUSH & SONS WALTER S. JOHNSON & SONS 
4638 Nichols Parkway 917 St. Charles Avenue 
Kansas City, Missouri Atlanta, Georgia 
WILBUR H. DAVIS H. C. GLOVER 
1639 W. Fargo Avenue 2611 Garrison Bivd. 
Chicago 26, Illinois Baltimore 16, Maryland 
GEORGE A. GREGG ROY L. ROGERS 
17134-6 Wyoming Avenue 1620 Garfield Street 
Detroit 21, Michigan Denver 6, Colorado 
H AUSTIN & EDDY INC. W. C. MEIBAUM & CO. 
= 115 Broad Street 6954 Oleatha Avenue 
= _ Boston, Massachusetts St. Louis 9, Missouri 









— 





E. H. FARRAR 
6637 Golf Drive 
Dallas 5, Texas 

CHARLES L. LEWIS 
1355 Market Street 
San Francisco 3, Calif. 
R. F. BEVERS 
4524 East 60th Street 
Seattle, Washington 
L. G. FULLER, JR. 
644 Wellington Road & 
Jackson 6, Mississippi = 
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—— News of the Trade 











HARDWARE BRIEFS 








(Continued from page 102) 


El Paso, has purchased the 
Decker Hardware store at 
221 S. Main St. 

The store has been closed 
for remodeling and will open 
shortly under the name of 
Hardware House, with a new 
management. 





St. Albans, Vt.—Delbert 
McMahon and Bradley Dia- 
mond, co-owners of the Hatch 
Hardware Co. of this city, 
have jointly purchased the 
Hall Hardware store’ in 
Swanton. 





Mechanicsburg, Pa. — The 
Davis Hardware Co. store, 
corner of Main and Fred- 
erick Sts., is now known as 
the Shaull Hardware Store. 
Its interior and _ exterior 
have been completely re- 
modeled. The store is owned 
by Walter H. Shaull and 


managed by Milton Weber. 





Hoisington, Kan.—Re- 
modeling, redecoration and 
rearrangement of the Lewis 
Hardware store has_ been 
completed. The store, owned 
by Mrs. Virginia Wilds, has 
a complete new front with 
new display windows. 





Canajoharie, N. Y.—Gerald 
Nellis, of St. Johnsville, has 
purchased the Christman 
Hardware store from Clark 
Christman, who has owned 
and operated the store since 
1942. 





Mentor, Ohio—The Mentor 
Hardware & Appliance store 
has been sold by Glenn Lo- 
man to Allen R. Newman and 
Robert A. Chaplin, both of 
Cleveland. 


Yakima, Wash.—Ralph S. 
Shuford, who has been as- 
sistant manager of the Ya- 
kima Hardware Co.’s retail 
store, has been promoted to 
the position of manager. 





Huntington Beach, Calif.— 
Ending a career of more 
than 28 years in the hard- 
ware business, Willis H. 


Warner has sold his store at 
112 Main St. to Frank R, 
Hinshaw. 





Morris, Ill—Tom and John 
Vaksdal have purchased the 
inventory of the Muffler 
Hardware store, 423 Liberty 
St., from Charles Muffler and 
his son, Charles, Jr. 





Dearborn, Mich. — Augie 
Copeland has returned from 
military service in Korea to 
his former position as man- 
ager of Nichols Hardware 
store on Greenfield Rd. He 
joined the Nichols organiza- 
tion in 1949. 





Fargo, N. D.—A. A. Wolf, 
former owner of the Wolf 
Hardware store in Mobridge, 
6. D., has become manager of 
the Crane-Johnson Hardware 
& Appliance store in this 
city. 





Wheeler, Tex.—The Ernest 
Lee Hardware recently held 
a 30th anniversary sale. The 
store is managed by Loyd 
Lee. 





White River, S. D.— Ted 
Hersey recently purchased 
the Jim’s Hardware building 
and stock. After considerable 
repairs and redecorating, the 
store has opened for business. 





Elkhorn, Neb.—Burt Fal- 
lon, Jr., and Gordon Bull have 
purchased the local hardware 
business and are now operat- 
ing the firm under the name 
of Elkhorn Hardware. 





Middlesboro, Ky. — Bell 
Hardware is being remodeled; 
the entire floor is _ being 


covered with asphalt tile and 
the store interior is being 
redecorated. Ballard Card- 
well is the store manager. 





Malvern, Ark.—The Mal- 
vern Hardware Co., one of 
the city’s oldest businesses, 
has moved to a new location 
after more than 40 years at 
306-08 Main St. The firm’s 
new home is at 211-13 W. 
Page Ave. Roy Petray is 
manager of the store. 
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Boulder City, Nev.—Avery 
E. Cooley is the new manager 
of the Uptown Hardware 
store. Mr. Cooley has 16 
years experience in the hard- 
ware business. 





Osburn, Idaho—The Mar- 
shall-Wells store has recentiy 
held a grand opening in the 
Scheller Building. The store 
is owned by Gene’s Radio 
Shop, Inc., of Wallace, of 
which Eugene Huber is pres- 
ident. 





Paris, Tenn.—The Mathis 


Hardware & Sporting Goods | 


Store has been opened re- 
cently by Dan Mathis after 
extensive remodeling. 





Rome, Ga. — The North 
Broad Hardware Co. recently 


held its formal opening. Lo- 
cated at 1706 N. Broad St., | 
the store is owned and op- | 


erated by M. J. Kidd. 





Colonial Beach, Va. — Co- 
lonial Hardware, operated by 
Jim Greenlaw, recently ob- 
served its 5th anniversary 
in its newly modernized store. 





BMC Promotes Forman; 
Moves Chicago Office 


Philip Forman has_ been 
promoted to the position of 
vice-president in charge of 
sales of the BMC Mfg. Corp., 
Binghamton, N. Y. 

Mr. Forman. who has been 
associated with the juvenile 
wheel goods industry for the 
past 15 years, joined BMC as 
sales manager in 1950. 

At the same time it was 
also announced that the 
firm’s Chicago sales office, 
formerly located in the Re- 
public Building, is now lo- 
cated in Space 1488 at the 
Merchandise Mart. The Chi- 
cago office is in the charge of 
Paul Doorley. 





Penn Metal Ware Names 
Schultz as Manager 


Stanley Schultz has been 
appointed general manager 
of the Penn Metal Ware Co., 





STANLEY SCHULTZ 
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Wilkes-Barre, Pa. He will be 


in charge of both the parent | 


company and the Old Pal 
Fishing Goods Mfrs., subsid- 
iary. 

Mr. Schultz was previously 
associated with the Day- 


strom Corp., Scranton, Pa., | 


and the Sperry Gyroscope 
Co., Great Neck, N. Y. 


Keach Gets Post With 
Pioneer Rubber Mills 


J: R. Keach has joined Pio- 
neer Rubber Mills, Pitts- 
burg, Calif., as assistant to 
the executive vice-president. 

Previous to his new affilia- 
tion, Mr. Keach was vice- 








president and general man- | 


ager of the Quaker Rubber 
Co., Philadelphia. Previous 
to that, he was general plant 
manager of the Firestone 
Tire & Rubber Co.’s five in- 
dustrial division plants. His 
industrial rubber experience 
dates back to 1926. 





Hardware Boosters Hold 
Annual Spring Outing 


Favored with good weather, 
135 members and guests had 
the exclusive use of Gilgo Pa- 
vilion in Gilgo State Park, 
Long Island, N. Y., for the 
annual spring outing, June 
17, of the Hardware Boosters. 
Softball, quoits, swimming, 
ping-pong and cards were 
among the sports attractions. 

Beer and hot dogs were 
served all afternoon on an 
all-you-want basis. A full 
course shore dinner concluded 
the program. 
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Just another Way to Say 











If you want more handle profits, offer 






your customers more handle value. 






Offer them the greater natural tough- 







ness of Hill Hickory Handles. They are 







the standard of quality among good 






workmen all over the world, yet they 







cost no more than ordinary handles. 









For the full story and the name of your 
necrest Hill Hickory Jobber, write 




















AM 001 HanDtEs 


HOLTHOUSE & HARTUP, INC. 


WAYNESBORO, TENNESSEE 
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Name Lutz Field Head 
Of All-State Welding 


Kenneth V. Lutz has been 
appointed general field man- 
ager of All-State Welding 


KENNETH V. LUTZ 


Alloys Co., Inc., it was an- 
nounced by Bent Laune, 
president, at the company’s 
offices in White Plains, N. Y. 

Mr. Lutz will be respon- 
sible for field supervision of 
sales and service to users and 
distributors of All-State al- 
loys and fluxes, and also for 
the establishment of addi- 
tional facilities when needed. 

Since joining All-State in 
1948 and until recently, Mr. 
Lutz has been regional man- 
ager for 11 western states 
and Hawaii. In the past five 
years he has conducted some 
170 All-State clinics and 
1600 plant demonstrations. 

In previous employment he 
was in charge of sales, dem- 
onstrations and technical ser- 
vice on All-State products 
for Welders Supply Co. in 
Seattle, Wash.; shop fore- 
man at Ferrofix Welding & 
Engineering Co., Seattle; 
leadingman welder, Puget 
Sound Naval Shipyard; weld- 
ing supervisor, Winslow Ma- 
rine Shipbuilding Corp., 
Bainbridge Island, Wash.; 
and senior inspector ship 
construction (welding), U. S. 
Bureau of Ships. 


Washburn Co. Names 
Dame Representative 


Carlyle E. Dame has been 
appointed to represent the 
Washburn Co., Worcester, 
Mass., in Indiana, Kentucky, 
southern Ohio and Tennes- 
see. He will maintain head- 
quarters in Louisville, Ky. 

Mr. Dame will handle the 
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complete line of Androck 
housewares, household hard- 
ware, bicycle baskets, farm 
products and outdoor cooking 
equipment. 

Previously Mr. Dame has 
been in the sales department 
of the American Cabinet 
Hardware Co., Rockford, IIl. 


Orr Heads NEMA Sales 
Promotion Committee 


G. W. Orr, sales manager, 
Electric Housewares Div., 
John Oster Mfg. Co., and 
chairman of the Sales Pro- 
motion Committee of the 
wilectric Housewares Section 
of National Electrical Manu- 
facturers Association, has 
been selected vice-chairman 
of the section at a meeting of 
the group held recently. 

Among the business dis- 
cussed was a_ review for 
member companies of the 
current phase of the 1953 
Electric Housewares Gift 
Campaign and a preview of 
the second six months’ phase 
—Fall and Christmas. 


Weeks, Trover, Bing 
Named By Ray-O-Vac 


William C. Weeks has been 
named assistant to the vice- 
president for sales of the 
Ray-O-Vac Co., Madison, Wis. 

At the same time it was 
announced that N. F. Trover 
was named manager of the 
firm’s New York division, 
and Karl Bing was appointed 
chain store representative. 


American Screw Adds 
Murphy to Sales Staff 


Hugh Murphy has been 
named a sales representative 
for the American Screw Co., 
Willimantic, Conn., to suc- 
ceed Seward B. Putnam who 
died recently. 

Mr. Murphy will work out 
of the St. Louis office, cover- 
ing that market and the ter- 
ritory that includes Mem- 
phis, Tenn., Arkansas, Okla- 
homa, southern Illinois, Indi- 
ana and Kentucky. 


Myers & Bro. Co. Names 


Curtis Ginn, Jr., president 
of the F. E. Myers & Bro. 
Co., Ashland, Ohio, announced 
the appointment of Meldrum 
& Fewsmith, Inc., Cleveland, 
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Ohio, as its merchandising 
and advertising agency tor 
three Myers sales divisions, 
the Power & Hand Sprayer 
Div., the Industrial Pump 
Div., and the Export Div. for 
all products. 


Bochner Installed As 
Square Club President 


More than 75 members and 
guests saw the installation of 
Leslie J. Bochner, Atlantic 
Hardware & Supply Corp., 
as president of the Hardware 
Square Club at its recent an- 
nual meeting at Miller’s Res- 
taurant, 144 Fulton St., New 
York City. He succeeded 
Howard H. Jungkind of 
Standard Wire Cloth Co. 

Vice-presidents are: Louis 
W. Appell, manufacturers’ 
agent; Albert W. Lange, 
Mid-Island Supply Co., and 
A. D. Morris, Bayonne Bolt 
Corp. Le Roy B. Fowler, 
Mid-Island Supply Co., is 
secretary, and A. D. Kamin- 
stein, Kambro Hardware & 
Paint Corp., is treasurer. 
Richard I. Hubler, Universal 
Screw & Bolt Co., is financial 
secretary. 

Installation was directed 
by Ralph S. Allen, Diamond 
Expansion Bolt Co., a past 
president. 


Perfection Stove Adds 
Turner As Salesman 


J. C. Turner has been em. 
ployed as a salesman by the 
Atlanta, Ga., district of the 
Perfection Stove Co., Cleve- 
land, Ohio, and will repre. 
sent Perfection in southern 
Alabama. 

Mr. Turner has had sey- 
eral years’ experience mer- 
chandising appliances, prin- 
cipally in Alabama. He was 
the Mobile, Ala., representa- 
tive of Maytag Southeastern, 
just prior to joining Perfec- 
tion. Also, he formerly sold 
appliances for Moore-Hand- 
ley of Birmingham, Ala. 


Quaker Rubber Opens 
New Orleans Warehouse 


A new, stock-carrying 
branch warehouse and sales 
office has been established by 
Quaker Rubber Corp., Div. 
of H. K. Porter Co., Inc. 
Pittsburgh, Pa., at 2840 N. 
Claiborne St., New Orleans, 
La., to provide better service 
and deliveries to customers 
in the southern Louisiana 
area. 

The new branch is under 
the supervision of Morgai 





In the above photo, left to right are: Leslie J. Bochner, 
president-elect; Richard I. Hubler, financial secretary; 


Louis W. Appell, 


first vice-president; 


Albert W. 


Lange, second vice-president; Le Roy B. Fowler, sec- 
retary, and Howard H. Jungkind, retiring president. 
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ciation, organized to encour- 
age industry to come to his 
city. 

Surviving are his widow, 


William F. Reineman 


William F. Reineman, 70, 
hardware dealer of Burling- 





Wis., di 
AS had sey- say 8. » Ged cuddealy two sons, four grandchildren 
scan an Mr. Reineman spent his and two brothers. 
» prin- : 
= ie on early years in the sheet John R. Hurley 


metal trade. In September, 


be ee 1906, he opened the business John R. Hurley, 45, presi- 
ine Bes rig in which he was to spend the dent of the Thor Corp., Chi- 
rmerly sold remainder of his life. He cago, Ill., died of a heart at- 
seas teal built a modern hardware tack on June 21 at his home 
. Ain " @ store with an extensive heat- in Lake Forest. 


Mr. Hurley was a trustee 
of the University of Chicago 
Cancer Research Foundation 


ing, Plumbing and _ sheet 
metal business. 


Mr. Reineman was very 
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Survivors include his 
widow, three children, a sis- 
ter and a brother, Raymond 
J. Hurley, who is chairman 
of the board of Thor. 


Albert F. Nehring 


Albert F. Nehring, 80, for- 
mer hardware merchant of 
Markesan, Wis., died May 8, 
after a lingering illness. 

Mr. Nehring is survived by 
his widow, three sons, a 
daughter and 10 grandchil- 
dren. 





Seward B. Putnam 


Seward B. Putnam, sales 
representative for the Amer- 
ican Screw Co., Willimantic, 
Conn., died recently. 

Mr. Putnam had worked 
out of St. Louis, Mo., since 
1934, except for the war 











He had covered that 


years. 
market and the territory 
that includes Memphis, 































SEWARD B. PUTNAM 


Tenn.; Arkansas, Oklahoma, 
southern Illinois, Indiana 
and Kentucky. 


























Opens active in civic and commu- and a vice-president of the 
farehouse nity affairs and was the last Meadow Corp. He was born 
; surviving member of the in Wheaton, IIl., and at- 
“Carrying @ Factory Advancement Asso- tended Princeton University. 
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“ pale The Nicholson File Co. of both companies, has an- 

ee pare Canada Ltd., subsidiary of nonced. 
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a new plant in Port Hope, nearly twice as large as the 
; Ontario, to replace the one present plant. It is designed 
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Here are the new officers of the Los Angeles Pot & 
Kettle Club as they were installed at the group's regular 
meeting held recently. Seated, from left to right, are: 
Harold Norton, Cory Corp., outgoing president; Gould 
Heyer, Southwest Hardware, incoming president; John 
Adams, Osgood & Howell, 2nd vice-president. Standing, 










ner, 
ary; in the same order, are: Frank Harford, manufacturers’ 
W. representative, Ist vice-president; E. Tillard Griffith, 
manufacturers’ representative, corresponding secretary; 
— Joe Wilson, Hughson & Merton, treasurer; Dave Neil- 
lent. son, Chas. Putnam Co., recording secretary. 
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so that it can be readily ex- 
panded. Construction will be 
started almost immediately 
and is scheduled for comple- 
tion in about 11 months. 





Montague Rod & Reel 
Buys Rava Mfg. Co. 


Paul J. Johnson, chairman 
of the boards of Montague 
Rod & Reel Co., Montague 
City, Mass., and Ocean City 
Mfg. Co., Philadelphia, Pa., 
announced the purchase of 
Rava Mfg. Co., Milwaukee, 
Wis. 

The rod production sched- 
ule planned by Montague for 
the 1953-54 season is the 
largest in the company’s his- 
tory, Mr. Johnson said, and a 
substantial increase in manu- 
facturing facilities was con- 
sidered essential. 

Rava was founded in 1946 
by Julius E. Fulop, who wil! 
continue under the new own- 
ership as general manager of 
the Milwaukee plant. 





Griswold Mfg. Opens 
New York Office 


The Griswold Mfg. Co., 
Erie, Pa., has opened a New 
York office at the Grand 
Central Terminal Building, 
70 E. 45th St., it was an- 
nounced by Charles A. Mass- 
ing, general sales manager of 
the company. 

H. Carl Sandberg has been 
appointed assistant general 
sales manager. 





Clarke Sanding Machine 
Opens California Branch 


The opening of a new Los 
Angeles branch of the Clarke 
Sanding Machine Co., Mus- 
kegon, Mich., has been an- 
nounced recently by Ernest 
Cooper, president of the com- 
pany. 

The branch, located at 
4711 W. Washington Blvd., 
is one of 37 sales and service 
branches of the company lo- 
cated throughout the coun- 
try. 

R. P. Lockert is 
sales manager in 
branch and Fred 
service manager. 


divisional 
the new 
Movey is 





Cincinnati Housewares 
Club Outlines Schedule 


The entertainment coin- 
mittee of the Greater Cincin- 
nati Housewares Club, com- 
prised of Bill Kinter, Pyrex; 
John Lindhjem, manufac- 
turers’ representative, and 
Tom Halloran, General Mills, 
outlined the summer schedule 
for the organization at its 
recent dance. 

On June 26 the club held 
its annual golf party at the 
Ridgewood Country Club. A 
Weideman Fish Party will 
be held on July 24 at the 
Weideman Brewery. In Au- 
gust, a family picnic is being 
planned, the time and place 
of which is to be announced 
at a later date. 
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The Business Outlook—Markets and Price News 


(Continued from page 14) 


goleum-Nairn, Inc., manufacturers 
of smooth surface floor and wall 
coverings. 

The increase applies to Congol- 
eum rugs and yard goods, Congo- 
wall wall covering, Gold Seal Nairn 
inlaid linoleum yard goods and tile, 
vinyl inlaid yard goods, tile and 
countertop, and a variety of sun- 
dries and specialties. 


Dept. Store Sales Down 
4% in Mid-June 

The Federal Reserve Board re- 
ports the nation’s department 
stores for the week ended June 13 
experienced a 4 pct sale drop be- 
low the like 1952 week. The drop 
was caused in part by the fact that 
Father’s Day came a week earlier 
last year and provided a boost in 
sales then. 

All but one of the 12 F. R. B. dis- 
tricts reported sales declines in the 
period, says the board. Kansas 
City merchants said their dollar 
volume was 1 pet higher than a year 
ago. 

Sales declines were heaviest in 
the Richmond and Atlanta districts. 
Richmond stores reported a 12 pct 
drop in sales, while Atlanta mer- 
chants had an 8 pct fall off. 





Dealers Need Not 
Disclose Price Deals 


The Supreme Court has ruled 
retailers needn’t give data on 
price deals. In a 6 to 3 decision, 
the high court overturned a 
Federal Trade Commission con- 
tention that any retailer who 
gets a special price deal from a 
wholesaler must be ready to 
prove the arrangement does not 
discriminate against competing 
retailers. 
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Federal Construction 
Awards Drop about 50% 


The Bureau of Labor Statistics 
reports federal government awards 
of construction contracts dropped 
nearly 50 pet in the first quarter of 
this year as compared to the pre- 
vious period and to 15 pct below the 
like 1952 quarter. The contracts let 
in the first three months of this 
year totaled $626 million. 

Most of the drop from the last 
quarter of 1952 came in electrifica- 
tion projects and Federally-owned 
industrial plants. 


Telechron Expects 
35% Increase for Year 


Sales of Telechron products in the 
first five months of 1953 were great- 
er than total sales for entire year 
of 1949, Russell T. Woodward, man- 
ager of marketing, reported at a 
company sales meeting. 

On the basis of this, Mr. Wood- 
ward predicts a sales increase of 35 
pet for 19538 over last year. 





Consumer Spending 
Ratio Still High 

The business pace has moved 
up a notch over the near record 
first-quarter levels, reports the 
Dept. of Commerce. The busi- 
ness boom is continuing, the de- 
partment says. 

The survey by the department 
shows consumer spending has 
advanced in the same proportion 
as personal income. “The ratio 
of spending to income after taxes 
is being maintained at 92 pct.” 

Retail sales of durables other 
than automobiles have been run- 
ning “slightly higher” so far 
this year than a year earlier. 
Production has been “substanti- 
ally higher” than a year ago, 
however, for stocks have been 
built up at manufacturers and 
retailers levels, the department 
says. 














10-16% Price Reduction 
On Continental Motors 

The Air-Cooled Industrial En- 
gine Div., Continental Motors Corp., 
Detroit, Mich., has announced a 
price reduction applying to all series 
in its line, ranging from 10 to 16 
pet, effective July 1. 

Continental motors are used on 
lawn mowers, garden tractors and 
similar equipment. 


Business Methods Need Readjustment 
For New Conditions, Credit Man Advises 


A normal readjustment is long 
overdue, says Henry H. Heimann, 
executive vice-president of the Na- 
tional Association of Credit Men. 

Noting that sellers’ markets and 
easy dollars are becoming things of 
the past, Mr. Heimann says an in- 
tense selling effort, efficient produc- 
tion and “courageous but judicious” 
credit policies are now needed for 
profitable operations. 

Despite statistical data which in- 
dicate a high level of business ac- 
tivity, there are signs that the 
“going ahead, though not neces- 
sarily impassable, may be rough,” 
Mr. Heimann stated. 

As signs of an impending “mild 





deflationary period,” he cites: 

The pressure on commodity 
prices; 

The greater selling effort needed 
in housing and in the automobile 
market; 

The softness in the prices of steel 
scrap; 

The continued decline in farm in- 
come; 

The surplus in the appliance mar- 
ket and, 

The slight slowing up in the pay- 
ment of accounts. 

Mr. Heimann says, however, that 
there need not be a serious read- 
justment. “Only our own folly would 
bring that about,” he says. 
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NO SALT! 


Here’s the hottest selling sensation on the appliance market 
today! ... Something housewives have always wanted... de- 
licious, old-fashioned, home-made ice cream—without all the 
fuss, muss and bother of making it! 


The ENTERPRISE HOME.-AID does the job automatically! 
No tiresome, time-consuming hand cranking . . . no ice needed 
. no salt to mess with! 


Contact your distributor or write direct im- 
mediately for literature and full particulars 


NO ICE! NO MESS! 






a ~~ o 


- “Guaranteed by» 
Good Housekeeping 
J 


iv 
27 45 avvaariseo WHEE 


U. L. Approved 


$19.95 RETA 


FEDERAL TAX INCLUDED 





3rd & Dauphin Streets 
PHILADELPHIA 33, PENNA. 
















PEGGY PRIM 


No. 602 
SANITARY 


DUST PAN 


Practical Patterns 
with Permanent Demand 


Preferred by Modern 
Housewives and Janitors 


Recommended for 
Schools and Institutions 
Such features as: 


* Automatic Closing Lid. 

* 26" Carpet Sweeper Handle. 
* 12" inserted steel edge. 

* Dust retaining hump. 

* Re-inforced corners. 

26 Gauge—Size 12%4x8x2% 


ORDER BY NUMBERS 
Write today for literature and Ne. 602-B. Black Enamel. 
price list on the No. 602-A, Red or Green. 
COMPLETE FULTON LINE Packed 1 doz, to a case, 


PATENT NOVELTY CO. 


Dept. HA Fulton, Illinois 
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| FINE DRAPERY HARDWARE 


EASTERN DRAPERY HOOKS, PACKAGED OR IN BULK 


One of the many accessories in Eastern’s Pua Line 


The Eastern Venetian Blind Co. 
Baltimore 30, Maryland 






















Home Starts Take First Dip Since End of WW Il; 


Heavy Spring Rains Impeded Home Building 


The first April-May drop in hous- 
ing starts since the end of World 
War II was recorded in May of this 
year. Housing starts in May totaled 
107,000, 3,000 units below the April 
figure. In May, 1952, 109,600 hous- 
ing units were started. 

The Bureau of Labor Statistics, 
in explaining these were prelim- 
inary figures, says that while the 
decline was slight, a rise had been 
expected in May as a result of a 
boost in the Federal Housing Ad- 
ministration mortgage rates. These 
rates were upped early in May. 

Privately-owned dwelling starts 
accounted for 104,000 units of the 
total, slightly less than the April 
figure of 106,000, but the greatest 
May volume since the record high 
of 1950. The balance of May hous- 
ing starts were in public housing, 
with category dropping 20 pct. 


All sections but New England 
shared in the decline, the bureau 
reports. It notes that May was 
marked by heavy rainfalls, which 
“might have prompted builders to 
delay their projects.” 

During the first five months of 
this year, a total of 465,000 dwelling 
units were begun, compared with 
462,000 in the same 1952 period. 
Private housing starts so far this 
year total 440,900 units, about 16,- 
100 units ahead of last year. The 
number of public housing units 
started totaled 24,400, 13,100 below 
last year’s volume for the first five 
months. 

The bureau reports that on a 
seasonally-adjusted basis, prelim- 
inary estimates indicate total hous- 
ing starts, both private and public, 
were at the annual rate of 1,067,000 
in May. 


12 Million More Employed in Non-farm Jobs 


Than Last Year; Nearly 49 


The usual spring increase in con- 
struction and other outdoor work 
lifted non-farm employment by 
150,000 in mid-May to a total of 
48,900,000. The rise brought non- 
farm jobs to 1,500,000 over the 
same period a year ayv, reports the 
Bureau of Labor Statistics. 

For the month of mid-May, the 
rise of 78,000 for construction em- 
ployment to 2,480,000 was “the 
smallest reported for this time since 
1945,” B. L. S. said. But the decline 
in manufacturing employment—off 
38,000 to 17,039,000 was “less than 
usual,” the agency adds. 

The decline in manufacturing em- 
ployment was in contrast to an 
average decline of 90,000 between 
mid-April and mid-May for the 
years 1947-52. 

In a wide range of industries, 
particularly in consumer soft goods, 
“seasonal reduction in the work 
force was comparatively small, re- 
flecting continued high levels of 
production and sales,” the agency 
reports. 

Machinery manufacturing, B. L. 
S. notes, was the only big industry 
group that has shown signs of an 
employment downtrend in recent 
months, after allowing for seasonal 
factors. 

Between March and May, “ma- 
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Million at Work 


chinery industry employment was 
reduced by about 25,000, with de- 
cline most evident in farm equip- 
ment plants. However, at 1,700,000 
the work force in this industry 
group was still slightly larger than 
a year earlier,” B. L. S. says. 





Retailers Will Spend 
$5 Billions on Stores 


The Store Modernization In- 
stitute reports a survey indi- 
cates retailers will spend more 
than $5 billion in renovating 
their present premises, building 
new ones or putting in the latest 
materials handling equipment in 
both warehouses and stores. 

John W. H. Evans, president 
of the Institute, says commercial 
construction has shown the 
largest increase of any type 
building activity. According to 
joint figures of the Departments 
of Commerce and Labor, it is 40 
pet over 1952 so far this year, 
he reports. 

Mr. Evans says' suburban 
shopping centers will take the 
lion’s share of the year’s $5 
billion. The survey estimates 
they will spend $3 billion for 
new construction. 

















Sears Set Monthly 
Sales Mark for May 


Sales performance by chain 
store and mail order companies 
during May was mixed. 

The three major companies in 
the fields showed various sales 
records. Sears, Roebuck con- 
tinued its monthly record sales 
climb. Sales for Sears in May 
were up 8.4 pct to set an all-time 
peak for that month for the 
store. 

Montgomery Ward recorded a 
6.2 pet sales drop and Spiegel, 
Inc., had sales fall off 14.4 pet. 











Arvin Reports Sales 
106% Ahead for 5 Months 


Production and factory sales for 
the first five months of 1953 were 
the largest in the history of the 
electric housewares division of Ar- 
vin Industries, Inc., Columbus, Ind. 

At the end of May, factory out- 
put and sales for 1953 ran 106 pet 
higher than for the comparable pe- 
riod of last year. Arvin pre-season 
dealer orders also are at an all-time 
peak, more than 100 pct ahead of 
the same period last year. 

Richard Williams, division sales 
manager for Arvin, attributes the 
upswing in business to a _ heavy 
drain on distributors’ and dealers’ 
inventories in virtually all parts of 
the country by a concerted, contra- 
seasonal return of consumers to the 
small appliance market. 


Interest Rates May 
Continue to Rise 

Interest rates are likely to go 
higher before there is any easing, 
says Frederick W. Ecker, president 
of Metropolitan Life Insurance Co. 

The insurance company’s belief 
in the high interest trend is under- 
lined by the company’s investments 
in the first five months of this year. 

Metropolitan invested in secur- 
ities at an average return 4 pet, 
compared with an average of 3.6 
pet in the like period a year ago. 
Mortgage rates are advancing also, 
but are doing so more slowly, Mr. 
Ecker said. 
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May Calendar Shows When to Push Appliances 
> by chain Major electrical appliances can be which the companies indicated they 
- companies | § promoted successfully during six would promote various types of ap- 
ed. months of the summer and fall. pliances. 
mpanies in This is indicated by the coordi- The first campaign was released 
rious sales nated ewe calendar for the last year and proved helpful in co- 
-buck con- promotion of seven major appli- ordinating the scheduling of pro- 
ances in 1954, released by the : 
ecord sales <i : motional programs by manufac- 
vs i Dealer Coordination Committee of eit 
rs in May : ; ‘ turers, distributors, dealers, leagues 
Iti Edison Electric Institute. Pani 
an all-time : and utilities. 
h f Water heaters is the only one of : 
“oe the seven categories that hasn’t The purpose of the calendar is to 
been recommended for heavy pro- concentrate the promotional and ad- 
pm: : motion during the summer or fall vertising activities of the entire 
, Py seasons. electrical industry during certain 
77 The calendar was developed after | designated periods thereby increas- 
—————! § a survey of electric operating util- ing the effectiveness of individual 
ities, and shows the months during local campaigns. 
les — 
5 Months Re ss 1954 COORDINATED CAMPAIGN — 
ry sales for — CALENDAR FOR ELECTRICAL APPLIANCES 
1953 we lle 
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Shipments of Plumbing Republic Steel Enters 
Fixtures Off in 1952 Plastic Pipe Field 
Manufacturer’s shipments of Republic Steel Corp. has entered 
plumbing fixtures during 1952 the plastic pipe field by acquiring 
ly to ge were valued at $261 million, $49 Owings-Sharpe, Inc. C. M. White, 
y easing, million less than the previous year, president of Republic, said the 
president reports the Bureau of Census, De- move was dictated “because plastic 
rance Co. partment of Commerce. First quar- pipe and tubing, with its wide ap- 
’s belief ter of the year was lowest with plications, has a very definite place 
gary: $58 million; third quarter was in today’s industrial picture.” 
sii highest with $73 million; second F ae 
te wend and fourth quarters recorded $65 Business Loans Rising 
ne ae million. Business loans increased $42 mil- 
7 a Cast-iron fixtures, valued at lion in the week ended June 10 at 
abe pet, $120 million, accounted for 46 pct reporting member banks in leading 
e of 3.6 of the total value of shipments of _ cities, reports the Federal Reserve 
wer 26% all types of plumbing fixtures in Board. The outstanding total of 
ing also, 1952, while vitreous china fixtures, commercial, industrial and agricul- 
wly, Mr. valued at $82 million, accounted tural loans was over $2% billion 
for 31 pet. higher than a year ago. 
9, 1953 HARDWARE AGE, JULY 9, 1953 



















FIRST AID for 
CHRONIC PAINT PEELING! 


Install 


VENT-O-WALL 


LOW COST BREATHER TUBES 


@ One-piece Butyrate 
Construction 
@ Recessed Louvres (won't 
seal shut by painting) 
@ Cannot Rust or Corrode... 
Easy to Paint 
@ Weather Resistant... High 
Impact Strength 
@ Allows Greater Air Flow 
e SO EASY TO INSTALL 


Retail 15¢ ec. 











UTIL-A-BRUSH 


WITH FLEXIBLE 
BENDING UNIT 
For Painting 
Hard-To-Reach 
Places 
Flexible, Durable. Stays 
put at any angle. 1!” 
pure bristle brush-head. 
On individual display 

card. 


Retail 79¢ ea. 


See Your Jobber or Write 


FERN-WEY co. Dept. HA 


11705 Detroit Ave. Cleveland 7, O. 






















& SPRAYERS. 








Recommended 
by Experiment 
Stations and 
Extension 
Services 


Finest knapsack sprayer made. Pump lever 
develops high pressure with little effort. Zinc 
grip steel or copper 
tank is air condi- 
tioned and form fit- 





ting and prevents 
dampness touching 
the back. Adjustable 
brass nozzle for 20- 
30 fe. stream or 
short, fine spray. For 
all spraying, includ- 
ing weed and brush 
control 


D. B. SMITH & CO. Mim 


Catalog 













426 Main St., Utica 2, N.Y. 
“Originators of Sprayers” 
Canadian Rep. G. L. Cohoon 
1265 Stanley St., Montreal 2, Canada 























Household appliance volume this 
year is expected to pass last year’s 
total, by 60 pct of the appliance and 
television dealers who participated 
in the annual Costs-of-Doing Busi- 
ness Survey conducted by the Na- 
tional Appliance & Radio-TV Deal- 
ers Association. 

The dealers who expect a volume 
increase made an average estimate 
of 15 pct above last year. Only 10 
pet expect a decline. 

Forty-five percent expect profits 
from 1953 to improve; 42 pct see 
no change and 13 pct expect a profit 
decline. 

Greatest hopes for sales volume 
in 1953 were given to laundry equip- 
ment, followed in order by tele- 
vision, refrigerators, ranges, freez- 
ers, air conditioners, dishwashers 
and kitchen equipment. 


Profit Ratio Dropped 


Dealers had a net operating 
profit ratio of only 3.2 in 1952 as 
compared to 2.9 in 1951 and 6.0 in 
1950. 

Dollar sales in 1952 expanded 8.8 
pet over those of 1951, the sales 
turn-over rate increased sharply, 
the cost-of-goods-sold ratio de- 
clined for the second consecutive 
year and the gross margin rose 0.8 
points over 1951. 

The meager profits are attributed 
to the rising operating cost, total 
operating cost ratio reaching an all- 
time high in 1952 since the study 
began in 1946 and the dealers at- 
tributing further difficulties to 
price-cutting, excessive trade-in al- 
lowances and shortage of good sales 
personnel. 


Television Best Seller 


In order of importance, television 
sold best in 1952 and increased its 
share of total sales to 30.8 pct. Re- 
frigerators regained a surprising 
second place in the sales standing 
with 19 pct of the 1952 total after 
falling below washers in 1951, and 
washer sales were the next best 
selling major appliance in 1952 with 
15.9 pet. Air conditioners last year 
more than doubled their percent of 
total reported sales—from 0.7 pct 
to 1.5 pet. 

Special group breakdowns of op- 
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60% of Appliance Dealers Expect Bigger Volume; 
Net Profits and Dollar Volume Higher in 1952 


erating ratios showed the smallest 
dealers to be in the most precarious 
position and West Coast dealers to 
have the highest profit ratio. 

The turnover rate rose to 4.4 in 
1952 as compared to 3.3 in 1951, 
with 4.3 in 1950 and 3.8 in 1949. 

Gross margin, including service 
parts and supplies, for 1952 was 32 
pet in comparison to 31.2 pct in 
1951. On merchandise excluding 
service parts and supplies it was 
30.2 pct in comparison to 29.7 for 
1951. 

Revenue from service amounted 
to 10.6 pct of the combined total in 
1952; it was 8.6 pct in 1951; 7.4 
pet in 1950 and 8.4 pct in 1949. 





Know Check Payees 
Warns Secret Service 


U. S. Secret Service warns re- 
tailers to be “doubly alert” in 
cashing government checks for 
strangers. In recent weeks, for- 
gery activity has become intensi- 
fied. 

Most of the forged govern- 
ment checks are being cashed in 
retail stores by merchants who 
fail to insist upon proper identi- 
fication of the payees. 

Many merchants proceed on 
the theory that a government 
check is as good as gold, U. E. 
Baughman, Secret Service chief 
points out. “It is,” he comments, 
“provided it is in the hands of 
the person who is entitled to it.” 











Builders Argue For 
Lower Down Payments 


William J. Levitt, builder of 
Levittown on Long Island, and one 
of the nation’s largest home build- 
ers, told the Senate Banking Com- 
mittee “the home building industry 
is on the skids right at this mo- 
ment.” Mr. Levitt said “it’s already 
too late for lower down payments. 
They should have gone into effect 
three or four months ago.” 

Mr. Levitt was joined by Eman- 
uel M. Spiegel, president of the Na- 
tional Association of Home Build- 
ers, who told the committee that 
it would be taking an “unwarranted 
gamble” with the country’s future 


if it didn’t lower the Federal Hous. 
ing Administration’s down payment 
requirements. 

Albert Cole, Housing Adminis. 
trator, disagreed with the builders 
by telling the committee he felt 
the “time is not quite ripe” to lib. 
eralize down payment requirements, 

Mr. Cole said action should be 
held off until it becomes clear 
whether or not the economy is en- 
tering a downward change. 


Tool Rental Dealer 
Franchises Offered 


Hardware dealers seeking a new 
department, or persons interested 
in opening a new business for the 
rental of tools, are offered fran- 
chised dealerships by the Allied 
Rentool Service, 106 S. Main St. 
Yardley, Pa. 

Ed Garlits who developed a busy 
rental service under the name of 
Ed’s Rent-A-Tool Service, at Yard- 
ley, is offering franchises to other 
dealers for a fee, which covers the 
necessary helps for establishing a 
tool rental business. 

These helps include a manual, 
“How to Rent Tools Profitably,”’ il- 
lustrated catalogs, window posters, 
tool identification and instructicn 
decals, tool operation pamphlets, 
cooperative advertising, contracts 
and other forms and information 
and new idea bulletins. 


May Shipments Of 
Vacuums 16% Higher 

Factory sales of standard size 
household vacuum cleaners in May 
totalled 252,404 units, compared to 
216,969 sold in May, 1952, an in- 
crease of 16.3 pct according to the 
Vacuum Cleaner Manufacturers’ 
Association. 

May sales compared to 268,548 
cleaners sold in April, a decrease of 
6 pet. 


Arvin Prices Down 


Sharp price reductions on all 
metal dinette sets of Arvin Indus- 
tries, Inc., Chicago, IIl., have been 
announced, effective immediately. 
The cuts will run up to $25 at re- 
tail for all sets in the current Arvin 
line. 
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NEW MONEY-MAKER 


Glo-Torch 


(LUDLOW ELECTRIC PAINT REMOVER) 











CHECK THESE SALES POINTS 


@ Sturdy, extra long life, unconditionally guaranteed 


Stainless steel with sharpened blade 314” wide DEALERS. — FREE TRIAL! 
e Glo-Torch blisters and removes the most stubborn Nationally advertised Glo-Torch, fastest 
paint in one operation. Largest surface coverage of “ll 7 - 

selling electric paint remover on the market 
any electric paint remover made. One-hand operation 


today, is also the most profitable to dealers 


Ps “ig o 3 < ‘ . 

@ Lightest we ight, only 13%4 Ib Anyone can use the because of extra discounts. We will send 
Glo-Toreh. Safer, no open flame é 

you one for your inspection and approval 
@ 1000 watts, 110 volts AC/DC, uses only one kw per Test it. let your customers test it. If 
hour of use. Coil red-hot in 2 minutes 

you agree it is the best, we will bill you at 
@ Heats asphalt tile faster than blow torch for easy the dealer discount price. Otherwise simp- 


cutting. All heat concentrated on working surface 


ly return the Glo-Torch, and no charge will 


@ Retails at $10.95 with maximum discounts to be made. Write to Ludlow Products Corp., 

dealers. Nationally advertised 1416 Broadway, Schenectady 6, N. Y. 
CAUTION 

Do not confuse Glo-Torch with LUDLOW PRODUCTS ARE BETTER™ 

inferior paint-removing tools. The UD ODUC S C0 0 T 0 

wig! and. only, GloTorch i LOW PRODUCTS CORPORATION 

made by Ludlow Products Cor 1416 Broadway Schenectady 6,N.Y. 

poration 
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STORE FIXTURES 





lowest priced, highest quality, sectional and 


interchangeable store fixtures available. Write 


day for huge catalog No. 0 | 


COMPANY 
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A proven sales 


leader . . . over 
150,000 in use. 
Everyone is 
a potential 
customer. 
| ARETE SS 
Fly-Gone is sold 
by leading 
hordwore jobbers 
everywhere. 

If yours can't 
supply you, 
write us today for 
the full profit story. 


For fast turnover “asindd HIGH PROFI 


TS | 


wot AMAZING 


p Eases 


flies and 


insects within 

















@ Uses 25 watt bulb to vaporize insect chem- 
ical Lindane—kills flies, mosquitoes, moths, 
roaches, lice, ants, etc. 

e Comes in 4 decorator colors (red, blue, 
green, silver)—can be used as TV or night 
light. 

e Completely automatic—simple, trouble- 
free, easy to install. Lifetime guarantee. 
e Has wide consumer acceptance — over 
150,000 already sold —backed by 100’s of 
testimonials. 

e@ Makes everyone bothered by flies 
sects a ready and willing prospect. 
@ Retails at only $9.95—offers you big vol- 
ume sales and an exceptionally large mark-up. 
Brings you extra volume and profits on sale 
of $1.95 chemical refill unit (2 to 3 needed 
each year). 

@ We furnish everything you need to sell— 
newspaper ads, display material, product 
literature, etc. 

Home Manufacturing & Sales Company 
80: $. Downing St., Piqua, Ohio 


and in- 
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Nationally Advertised. 
TOOL SET PROMOTION 





Retail Value Per Asst. $33.04 
Dealer Cost Per Asst. 20.00 


(Slightly higher west of the Rockies) 


Dealer Profit 13.04 








Rack Holds 
16 sets 





FREE DISPLAY 


Builds Impulse Sales 


Four each of the four best selling tool 
sets in the famous Oxwall line. Now, 








4 styles 


Special CHRISTMAS WRAPPING 
MAKES THESE FAST-MOVING 
GIFT-ITEMS 


Unusually attrac- 
tive, appropriately 


for the first time, these tool sets, in 
plastic kits are NATIONALLY AD- 
VERTISED and packaged in colorful 
gift boxes, plus a FREE self selling 
wire display rack built to create im- 
pulse sales and big volume. 

Mats, Mailers, Reprints, Catalog Sheets 
available at no charge. Write for Full 
Information. 


colorful. Easily re- 


moved before or 
after Christmas 
for regular selling. 


 Oxwab 


OXWALL TOOL | 
TD. 


”? 
oadway 


928 Br 
«New York 10, N.. Y..: 


Order enough open stock of these 
fast moving sets to take care of 
your needs. 


Gentiemen: 
Please send at once | 
only #1000 Tool Kit Ass’t. 
Full Information 
Name 
Address 
| City Zone State | 
I Bill Thru 


Jobber’s Name 
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Wages Are More Evenly 
Distributed Than in 1939 


Wage and salary incomes are 
more evenly distributed among 
American workers today than in 
1939, reports the Department of 
Commerce. 

Although the share of all wage 
or salary income received by the 
lowest fifth of the workers has not 
changed much, the share received 
by each of the middle three-fifths 
has increased by 2 to 4 pct. The 
share of the highest fifth decreased 
from 49 pct in 1939 to 42 pct in 
1951. 

Between 1939 and 1951 the wage 
or salary of the average employee 
rose sharply. Among the greatest 
relative gains were those recorded 
by manual workers, whose average 
wage tripled since 1939. Wage 
workers in the “white collar” oc- 
cupations (such as professional, 
sales and clerical) have more than 
doubled their earnings since 1939. 





Weeks Says Business 
Will Welcome Truce 


Secretary of Commerce Weeks 
says he believes businessmen will 
welcome a Korean truce as a 
chance to shift from making war 
goods to making products of 
peace. “The whole belief that we 
have to have war to have pros- 
perity is so utterly fallacious, 
that it shouldn’t need even an 
argument,” he says. 

Defining “real prosperity” as 
“the distribution of more of the 
things that make life pleasant 
and comfortable,” Mr. Weeks 
says the things that could be 
done in this nation during a 
period of peace is almost limit- 
less. 











Sales of Westinghouse 
Appliances Up This Year 


Sales of Westinghouse portable 
appliances during the first five 
months of 1953 were reported up 
30.1 pet over the same period in 
1952. 

It was also noted that produc- 
tion of fans is 82 pct ahead of last 
year with inventories practically 
non-existent. 
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Consumer Mailers 








New Wholesalers’ Aids for Dealers’ Use 


Cotter & Co. Issues 
Mid-Summer Circular 


Picnic goods are featured most 
prominently in the latest consumer 
promotion piece prepared by Cotter 
& Co., Chicago distributors of hard- 
ware and related lines. 

The Mid-Summer Value and Ser- 
vice Days’ circular will be distrib- 
uted by Cotter dealers this month 
and next. 

Rotogravure green and brown 
are the dominant colors on a back- 
ground of yellow in the 4-page 
newspaper-size circular. 

Preparatory work is now pro- 
ceeding on a Fall catalog, in full 
color, and a 40-page Toy and Gift 
Catalog for Christmas selling. 











Promotions 


Manufacturers’ New Merchandising Plans 


Sales Training Movie 
On Allen Screws 


A 16 mm sound movie, “Hold 
Everything,” designed primarily for 
sales training programs, has been 
released by the Allen Manufactur- 
ing Co. The Kodachrome movie tells 
the sales story of Allen Socket 
Screws. 

Persons who desire to obtain the 
film should contact the company in 
Hartford, Conn. 


Casco Products Corp. 
Offers Merchandise Kits 


As part of its million dollar cam- 
paign for 1958, Casco Products 
Corp. has recently mailed four-color 
point-of-purchase kits to its 6,000 
steam iron retailers. 

A three-panel platform in full 
gloss colors holds the steam iron, 
displays the seals awarded the iron, 
and in six action photographs in 
side panels lists the iron’s selling 
features. 

Colorful window streamers call 
attention to the 15-day trial, cur- 
rently being offered. 


Plan Summer Promotion 
For Servel Ice-Maker 


The American Gas Association is 
planning a summer promotion for 
the new automatic gas appliance, the 
ice-maker refrigerator. The cam- 
paign will be based on the Servel 
gas refrigerator and will include 
the AGA-Servel sales performance 
contest, a point-of-purchase display, 
and related literature. 


Heavy Fall Advertising 
Planned for Farberware 


The heaviest advertising cam- 
paign in the history of S. W. 
Farber, Inc., New York, will be re- 
leased in September, for Farber- 
ware automatic coffee makers and 
aluminum-clad stainless steel cook- 
ware. 

Concentrating intensively on 
large-scale units in top national 
magazines, the firm will use Better 
Homes and Gardens, McCall's, 
Women’s Home Companion, Good 
Housekeeping, Modern Bride and 
the Bride’s Magazine. 

Full-page ads in black and white 
and in color, are included in the 
schedule. Nationally-known stars 
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Rise Stevens and Peggy Wood are 
shown using Farberware in authen- 
tic scenes from their own kitchens. 

















Electric Housewares 
Promotion Kit Ready 


Woman’s Home Companion is 
shipping merchandising kits to par- 
ticipating dealers in its July elec- 
tric housewares promotion, built 
around a full-color article in the 
July issue which will incorporate 
the NEMA Electric Housewares 
Section Gift Campaign logo emblem. 

Dealer kits include special dis- 
play material, mounted reprints of 
the article, copy and display ideas, 
stickers and streamers, as well as 
the decal, streamer and sales plan- 
ner of the Electric Housewares In- 
dustry Gift Campaign. 
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0-Cedar Opens Car Mop 
Advertising Campaign 

Newspaper, TV and radio adver- 
tising in eastern metropolitan areas 
is the feature of an advertising and 
promotional program launched by 
0-Cedar Corp., Chicago, IIl., for its 
new Car Mop. 

Geared to reach an audience with 
a high male component, the pro- 
gram will include space in Look, 
Life and the Saturday Evening 
Post and large metropolitan news- 
papers. 

A 18-week intensive program of 
TV spots began in mid-May and will 
run until late September, in five 
eastern cities. The Don McNeill 
Breakfast Club Show broadcast is 
also being used. 


Dealer Sales Program 
Set by Gas Association 


The eight-unit packaged dealer 
sales program prepared by the 
Dealer Sales Committee of the Resi- 
dential Gas Section of the American 
Gas Association has reached com- 
pletion and will be available for use 
by the gas industry in the next few 
weeks. 

The plan, featuring the theme 
Pattern for Profit, is designed to 
assist gas utility companies to at- 
tain closer liaison with the dealer, 
who today sells approximately 85 
pet of all appliances to the public. 

Packaged in a three-color port- 
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folio cover are two publications, 
“Deal in the Dealer’ and “How to 
Win Dealers and Influence Cus- 
tomers;” an illustrated booklet, 


“Buy-Ways to Profit;” a training | 


booklet, “10 Sure Ways to More 
Sales;” a folder, ‘““How to Select A 
Salesman;” and three-color dealer 
decals to identify gas appliance 
dealers. 


Deepfreeze Introduces 
Food Service Program 


A new merchandising program 
for selling Deepfreeze home freez- 
ers with frozen food was introduced 
by the Deepfreeze Appliance Div., 
Motor Products Corp., North Chi- 
cago, Ill. 

Called the National Co-Operative 
Freezer Food Service, it is organ- 
ized on a step-by-step basis for dis- 
tributors and their dealers to follow 
and it can be used in any market 
area. It is designed for appliance 
dealers, locker operators and retail 
food outlets. 

More and better food and the con- 
venience of owning a Deepfreeze 
home freezer without increasing the 
family food budget is a sales point. 


Factories Shipped 
Fewer Washers in April 


Factory sales of standard-size 
household washers in April totalled 
288,474 units, compared to 345,986 
in March, a decrease of 16.6 pct, 
according to the American Home 
Laundry Manufacturers’ Associa- 
tion. April sales of washers com- 
pared to 217,211 units in April, 
1952, a gain of 32.8 pct. 

Dryers sold in April aggregated 
28,556 units, a loss of 42.4 pct com- 
pared to 49,593 in the preceding 
month, and off 20.9 pct from 36,109 
in the comparison month a year ago. 

Sales of ironers in April totalled 
14,080 units, as against 16,066 in 
March, down 12.4 pct, and were 57.5 
pet higher than 8,938 reported for 
April last year. 


Paint Factory Sales 

8% Higher in April 
Factory shipments of paint, var- 

nish and lacquer in April were 8 

pet higher than in March, according 

to the Bureau of the Census. 
(Resume reading on page 15) 





“I'd mis these 

profits—If | 
didn't have 

WIPE-ON!” 


says DAN GOLD 
HIGHLAND 
HARDWARE 

122017 Lorain Ave. 
CLEVELAND, OHIO 





“With many of my customers, plastic 
WIPE-ON finish has become a com- 
modity item they buy season after season. 
It protects and beautifies so 
many different things that 
no other product can take 
Wipe-On’s place. Wipe-On 
sales mean steady profits I’d 
otherwise never enjoy!” 


Embree Mfg. Co., Elizabeth 
4,N. J. 



















40 top-notch salesmen concen- 
trated in a rich sales territory 
. . » 40 result-producers work- 
ing directly for you, giving you 
Complete Coverage in: 


NEW ENGLAND STATES; NEW 
YORK (Incl. Metropolitan area); 
NEW JERSEY; PENNSYLVANIA; 
MARYLAND; DELAWARE; DIST. 
OF COLUMBIA; VIRGINIA. 


The HARRY HANSER 
ORGANIZATION 


Manufacturers Representatives 


1841 Broadway, New York 23, N.Y. 
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MANUFACTURERS AGENTS WANTED 


BULL DOG REMOVERS 


Cr ‘eam ii Sd. i} bh 


HOLDTITE (Liquid Sandpaper) [271 jer’ 


BUILD YOUR PAINT DEPT. 
Thru Satisfied Customers 
















\ 
DOU 
/ 
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Write For Special Combination Deal 


GILLESPIE VARNISH CO. 





131 Dey St., Jersey City, N. J. 














Ball 

















METAL FLOATS 


3"' to 12" diameter 
ball floats of cop- 
per or stainiess 
steel for open 
tank to 150 
Pressure In stoc’ 
—speciais of 
various metals 
made to order. 
Catalog on request. 


ARTHUR HARRIS & CO. 


212 N. ABERDEEN ST. 
CHICAGO 7, ILLINOIS 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum, 50 words 
ach additional word 





Positions Wanted 

(Special Rate) set solid, maximum, 

50 words P ose 

Each additional word 

Allow Seven Words for Keyed Address 
or Your Address 








CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York 17, N.Y. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 15 days 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, not currency or 
stamps. 











Representatives Wanted | 


Representatives Wanted 





Accounts Wanted 








BLDRS HDWE REPRESENTATIVE 


IN TWIN CITIES TERRITORY 
This old established firm wants a permanent represen- 
tative to cover Northern Wisconsin, Minnesota, lowa 
and North and South Dakota with headquarters in the 
Twin Cities. A good opportunity for the right man 
Tell us about yourself in a letter. . . all information 
will be kept strictly confidential. 
Address: Box B-325, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 








Well established, nationally known manufacturer 
whose product is sold to wholesale hardware distribu- 
tors is interested in receiving applications from man- 
ufacturers representatives who cover the Southeast- 
ern States. We prefer a man between 30-40 who has 
no more than three lines. 


Address Box B-298, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 











WANTED MANUFACTURERS '- REPRE- 
SENTATIVE TO WORK Strictly on a com- 
mission basis, calling on the retail lumber and 
building trade, selling a line of conventional 
and tubular lock and latch sets. Address: Box 
B-302, care of Harpware Acez, 100 E. 42nd 
Street, New York 17, N. Y. 





SALES REPRESENTATIVES WANTED 


For old established firm, distributors of 
chamois and sponges. All Territory open. 
=xperienced men only, calling on hardware, 
houseware and paint trade only. All re- 
Plies considered strietly «onfidential 

Address Box B-332, care of HARDWARE AGE 

100 East 42nd St., New York 17, N. Y. 











SALESMEN—YOU CAN ADD TO YOUR 
income selling full line gas and oil space heaters 
to jobbers and dealers. Write in detail. Ad- 
dress: Box B-299, care of HarpWware Ace, 100 
East 42nd Street, New York 17, N 





MANUFACTURER'S REPRESENTATIVE 


Selling direct to industries in Maryland, 
Pennsylvania, Ohio, Delaware and South- 
ern States, wanted by renowned foreign 
manufacturer of cutting tools and grinders, 
woodworking tools and machinery, tool 
steel. Established products, competitive 
prices. Stock in New York. 

Address Box B-319, care of geet AGE 

100 East 42nd St., New York 17, N. Y. 











BIG PROFITS — SALESMEN WANTED 
WITH HARDWARE following to sell fast-sell- 
ing Fabric, Utility Cements. Excellent sideline, 
steady repeats assured. Advise experience, terri- 
tories covered, type of trade. Give full particulars. 
SPEEDEE Cements, Owosso Chemical Products 
Co., Inc., Owosso, Michigan. 





SALESMAN, EXPERIENCED, FOR NA- 
TIONALLY ADVERTISED line of Key Dupli- 
cating Machines, Key Blanks, Locks and Lock- 
smiths’ Supplies for the following _ states: 
Michigan, Ohio, Kentucky, Indiana, Illinois, 
Wisconsin, Minnesota, North Dakota, South 
Dakota, Oklahcma and Texas. May be handled 
as sideline. Commission basis. Give territory, 
experience. references and lines carried. 

LOCK CO., INC., Charlestown, N. ; 


Lik, 
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WANTED: SALESMEN WITH ALLIED 
LINES to sell imported Swedish Steel Hack Saw 
Blades to Hardware st°res and manufacturers. 
Good commissions and favorable territories avail- 
able. Forward references. Address John W. Carl- 
son, 42 Case Avenue, Lakewood, N. Y. 





REPRESENTATIVES WANTED 


Established manufacturer of a full line 
of Steel Pipe Nipples seeks agents calling 
on the Wholesale Hardware Jobbers. State 
clearly territory covered. Most territories 
open. Our line consists of small assort- 
ments and bulk 

Address Box B-320, care of pAne wane AGE 

100 East 42nd St., New York 17, N. Y. 











MANUFACTURERS REPRESENTATIVES 
CALLING ON HARDWARE, Mill Contractor 
and Plumbing Supply Distributors throughout 
New York and New Jersey want additional lines 
for these distributors. Intensive, aggressive and 
alert coverage. All replies confidential. Address: 
Box B-326, care of Harpware AGE, 100 East 
‘2nd St., New York 17, N. Y. 





JOBBERS — Serving cabinet makers, lumber 
yards, furniture manufacturers and hardware 
stores. We have an inexpensive, improved type 
shelf rest of proven merit. We are expanding our 
distribution facilities. Exclusive basis. Write for 
details and sample. WESTERN ALLOY CO. 
P. O. Box 643, North Hollywood, Calif. 





SALESMAN WANTED — PROMINENT 
PAINT BRUSH manufacturer has open terri- 
tories for successful sales producer. Prefer men 
now calling on paint, hardware, lumber dealers 
and industrials. Drawing account against good 
commissions. Will also consider side line man or 
manufacturer's agents. Address: Bex B-280, care 
of Harpware AcE, 100 East 42nd Street, New 
York 17, N. Y 





Accounts Wanted 





WELL-KNOWN MANUFACTURERS’ REP- 
RESENTATIVE HANDLING British hardware 
and sporting goods covering Washington and Ore- 
gon, desires one or two real fast selling domestic 
lines, Will guarantee volume sales for the right 
item. Welcome full examination of my contacts 
and ability. Address: Alfred Blom-Cooper, 614 


Aurora Avenue, Seattle, Washington. 





MANUFACTURERS REPRESENTATIVES 
TRAVELING 4 MEN DESIRE an additional 
line in the hardware field, covering states of 
Wisconsin, Illinois, Indiana and Kentucky, calling 
on hardware jobbers, electrical jobbers, automo 
tive distributors, mil] supplies, mail order houses, 
chain organizations and large retail dealers. Ad 
dress: Box B-212, care of Harpware Ace, 100 
East 42nd Street, New York 17, N. Y. 





ESTABLISHED REPRESENTATIVE, 30 
YEARS, WITH National Mfg., selling to Hard- 
ware and Mill Supply Jobbers—Alabama, Tennes- 
see, Georgia and Florida territory—desires to add 
1 good established line. Only interested in straight 
commission with exclusive territory arrangement. 
Address: Box B-318, care of Harpware Ace, 100 
East 42nd Street, New York 17, N. Y 





Want one substantial additional line for tobe, | 
Missouri, Nebraska, Kansas. Seventeen Years back- 
ground. This area with Hardware and Mill Supply 
Distributors. Welcome full examination my con- 
tacts and ability. 


Hiram A. Myers Co., Manufacturers Representatives, 
21 Lincoln Place Drive, Des Moines 12, lowa 








MANUFACTURER AGENCY _ ESTAB- 
LISHED TWENTY-FIVE YEARS covering 
Hardware Jobbers in Pennsylvania, Maryland, 
District of Columbia and Eastern New York (ex- 
clusive of New York City) can promote sales of 
several additional reputable lines. Address: Box 
B-327, care of HarDWaGe AGE, 100 East 42nd St., 
New York 17, N 





ALABAMA—FLORIDA—GEORGIA 


Manufacturers Agent representing leading belt- 
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ing monufacturer desires one additional non- Cone 
conflicting line sold through hardware whole- 
salers and/or industrial distributors. Metropol 
Address Box B-285, care of HARDWARE AGE PP 
100 E. 42nd St., New York 17, N. Y. er gp 
chains, ¢ 
ences. 
Address 
100 | 
CANADA THOROUGHLY LINES 
Experienced agent In Hardware and House- eg he 
ware Products seeks good lines to represent outh Caro 
in eastern Canada. Well connected with whole- oe line 
sale outlets. References upon request. i ss hou 
Address Box B-309, care of HARDWARE Ase ines only | 
100 East 42nd St., a New York 17, N. of Harpwa 
York 17, 2 
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WANTED—FOR WEST COAST 


Experienced Hardware-Housewares man 
will open Manufacturer's Agency in West 
Coast area and is interested in represent- 
ing a good, strong, Nationally known, 
basic line. This is an opportunity to secure 
services of an energetic individual who 
has qualities necessary for cold canvass 
of new accounts and the building and 
holding of customer good will. !f you are 
looking for high level, business-like repre- 
sentation. 

Address Box B-331, care of HARDWARE AGE 

100 East 42nd St., New York 17, N. Y. 








ers’ items. 


AN AGGRESSIVE 


Best of References. 


} MANUFACTURERS 
REPRESENTATIVE CALLING on jobbers, de- 
sires the following lines for Illinois, Iowa, Wiscon- 
sin. Malleable pipe fittings line, Medicine Cabinet 
and shower stall line, Vitreous china line, Brass 
valve line, Tubular brass line, also related plumb- 
Address M. E, 
Grove, 500 West 2nd Street, Rock Falls, Illinois. 








GOOD LINE WANTED 


Manufacturer representative now selling Hard- 
ware — Houseware — Jobbers also large 
variety chain stores in Metropolitan area of 
New York City, Bronx, Brooklyn, Queens, Long 
Island & New Jersey is looking for one addi- 
tional Line. References exchanged. 


Address Box B-323, care of HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 














MANUFACTURERS REPRESENTATIVE 
SERVICING THE WHOLESALE 


Hardware & Industrial Supply Distributors in 
the Southeastern States desires one additional 
line of Hardware. (No Imports) am only in- 
terested in Standard Merchandise, and a well 
rated Mfg. Address reply to Eugene B. Cald- 
well, P. O. Box 3151, Greensboro, N. C. 








City area) where I have 
and sold for over twenty years. These friendly 
accounts should prove of value to anyone requir- 
ing my services. 
~— Ace, 100 East 42nd St., New York 17, 


I WOULD LIKE TO REPRESENT A MAN- 
UFACTURER OF AN established product to sell 
Hardware Jobbers Mill Suppl 
large consumers in New York 


Distributors, and 
tate (except N. Y. 





Address: Box 


B-329, care of 








Concentrated Personal Coverage 
Metropolitan New York and New Jersey 


One thoroughly experienced man, large 
following, only 2 other lines will provide 
real representation. Cover Wholesalers, 
chains, department stores. Finest refer- 
ences. 

Address Box B-330, care of HARDWARE AGE 

100 East 42nd St. New York 17, N. Y. 
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HARDWARE SALESMEN 


Several openings for experienced men with wholesale 
hardware background. We sell all Best Line Tools & 
Shanday 100% pure Chinese bristle paint brushes to 
retail Hardware trade. ighest commission or draw 
to qualified men. No objection to one non-conflicting 


sideline. 
SHANE & HAYS, INC. 
5300 21st Avenue Brooklyn, N. Y. 














Positions Wanted 





HARDWARE MAN, 42, FIFTEEN YEARS’ 
EXPERIENCE, builders, shelf, cabinet hardware, 
mill supplies, house furnishings, tools, garden sup- 
plies, etc., thoroughly experienced in all phases 
of business, College education, good appearance 
and well spoken—capable of full supervision, 
inside or outside position, New York Metropolitan 
district. Address: Box B-317, care of HarDWaRE 
Ace, 100 East 42nd Street, New York 17, N. Y. 





HARDWARE MAN—CAPABLE OF MAN- 
AGING A STORE, ALL AROUND mechanic 
and electrician. Can offer the best references. 
Want to locate in Miami City or Miami Beach. 
Will be aavilable Sept. ist. Address: Box B-333, 
care of Harpware AGE, 100 East 42nd St., New 
York 17, N. Y. 





COLLEGE GRAD. 27, Vet, Married, Account- 
ing Background desires to learn hardware sales. 
No previous experience, but willing and eager to 
learn. Interested in mechanical products. Will 
train inside or outside. Address: Box B-311, care 
of Harpware Ace, 100 East 42nd Street, New 
York 17, N. Y. 





Business Opportunities 








SANTA BARBARA, California. 
HARDWARE STORE, 40 yrs. in 100% 
location. Excellent reputation, business, 
earnings, lease. Price $150,000 incl. in- 
ventory. Terms. To be sold as going 
business only. Owners retiring. R. S. 
Bennett, 1018 State Street, Santa Bar- 
bara. Phone 5-3044. 











“EXPERIENCED HARDWARE MAN 
WISHES TO PURCHASE hardware business, 
preferably in Westchester County. Gross sales 
must be at least $60,000 per year.” Address: 
Box B-324, care of Harpware AGE, 100 East 
42nd Street, New York 17, N. Y. 





FOR SALE: SACRIFICE, HARDWARE, 
FURNITURE & Appliance Store. Excellent 
Location, Love Lock, Nevada; Part Cash Re 
quired. Address: Box B-266, care of HARDWARE 
Ace, 100 E, 42nd Street, New York 17, N. Y. 





HARDWARE STORE IN FAST GROWING, WELL 
LOCATED SOUTHERN CALIFORNIA TOWN, ES- 
TABLISHED 25 YEARS, VOLUME LAST YEAR 
$152,000. Prime location, adjacent to J. C. Pen- 
ney’s, City Hall and chain stores. Price $9,000 
for fixtures and good will. Inventory of all live 
merchandise, approximately $50,000. Can he re- 
duced. Write or phone for full and complete de- 
tails. Frank Chambers, P.0. Box 405, Banning, 
California, Phone 576. 











| 
| 
| 








LINES WANTED — MANUFACTURERS 
AGENT COVERING Florida, Georgia, North and 





South Carolina, Virginia, interested in adding to 
Present lines—hardware jobbers—building supply 


—glass houses. Legitimate high class 


ting 
lines only considered. Address: Box B-322, care 
of Harpware AcE, 100 East 42nd Street, New 


York 17, N. Y 
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FOR SALE ATTRACTIVE MODERN 
HARDWARE STORE well established in sub- 
stantial central Oregon community. Clean stock. 
Good reasons for selling. Stock and fixtures ap- 








proximately $18,000.00. For details write owner, 
John Cuffin, 944 Bond Street, Bend, Oregon. 





No matter how 
you slice it... 





Alibis won't feed the kitty, or fill 
the cash register. And if you 
have to give your customers alibis 
instead of the particular brands of 
merchandise they want, it’s bad 
business all around. 


Impartial surveys show that among 
your own customers the preference 
for makers’ brands is 8 to 1! They 
won't buy alibis, substitutes, “just 
as good,” or whatever you call 
them. 


As brands mean satisfaction to 
your customers, they mean money 
to you. Well-known, advertised 
brands pre-sell your customers 
before they set foot in your store. 


The prestige and reputation of 
these makers’ brands guarantee 
high standards of quality—assure 
fewer adjustments, markdowns, or 
complaints. And, of course, prod- 
ucts so well known and trusted 
move faster, turnover and over to 
increase’your profits. 


That’s why you make your business 
stronger when you keep the force 
of famous brand names behind 
your selling. Let your customers 
know they can get from you the 
brands they know and want. Why 
be content—or expect them to be 
content—with anything less? 


Give your customers what they ask 
for—it's bad business to substitate 








Brand |, 
hy: ow lion 


INCORPORATED 


A non-profit educational foundation 
37 WEST 57 STREET, NEW YORK 19, N. Y. 
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SUES 


NEWEST SENSATION 


‘COMBINATION | 
POWER TOOL 














Beaver Caulking Guns 







Immediate 
Delivery 


For Cartridge or 
Bulk Compound 


Precision made for longer life 
and better results. © All work- 
ing parts accurately machined. 
© Extra heavy gauge barrels. © Uses all 


Sold with caulking materials—handles light oils. © Posi- 
a tive ratchet drive. © Threaded nozles—no 
LIFETIME bayonet joints to come loose. © Three popular 
GUARANTEE ges , 10” and 15". List prices—$6.50. 


0, $8.50. Write for discounts. 
WESTERD RESERVE MFG. CO. 
3718 E. 93rd St. Cleveland 5. Ohio 

























CHISELS OF HIGHEST QUALITY // 


socket butt, short socket 
green plastic or hickory handles. 


Long-lasting, fine cutting edges... 
firmer or short sockettypes... 








Write ir ves 
GREEN’ 
Hand or Quick 


\ wanes File GR EF NL E E 


TOOLS FOR CRAFTSMEN 


GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. 


GORMAN-RUPP 


HI-N-DRY 
SUMP PUMP 











Pump and motor entirely out of sump. 
Install on floor level beside the sump, or 
on wall bracket. Accessible. Durable. Built 
for long, continuous service. Positive auto- 
matic self-priming. 


DISTRIBUTORS! We invite your 
inquiry. The Hi-N-Dry is headed 
straight for the top in the Sump 
Pump field. Competitive in price 
and profitable to sell! 


THE GORMAN-RUPP COMPANY 


MANSFIELD, ON} 
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when parents think of roller skates it's only natural 
| they buy the leading brand of over 40 years 


HYPONCX 


PLANT FOOD 


FAST SELLING, NATIONALLY ADVERTI 


Now demanded by millions for houseplants, flowers, vegetables, a 
gorcene. Produces vigorous, beautiful growth in all plants quickly. Pays 
jealer 331% profit. Attractively oo for display. Does not deter- 
lorate, is clean, ee and SAFE. Dissolves instantly in water for use 

1-oz. makes 6 gailons liquid plant food. 





Retails Your Cost rum 
l-oz. pkt. 10c..... 72 to case wt. 7 Ibs...... $4.80 case G aan 
3-oz. can 25c..... 36 to case wt. 12 Ibs...... $6.00 case 4 eee by 2 
7-0z. can 50c..... 24 to case wt. 14 Ibs...... $8.00 case \ qe Mousekeopine 
1-Ib. can $1.00..... 12 to case wt. 16 Ibs...... $8.00 case 45 apvranste OS 


Also packed in 10-ib., 25-Ib., 50-Ib. and 100-Ib. drums 
If your jobber cannot supply you, order direct. 


HYDROPONIC CHEMICAL CO., Inc., Copley, Ohio, U.S.A. 




























Hurricane quality pays off in sales! 
Why else would jobbers double and 
triple their orders year after year? 
Three great Hurricanes — each one 
designed for specific customer 
demands — make for easier 

selling, happier customers. 

Find out the money-making facts, 

on Hurricane today. 

Write: oud 
NATIONAL METAL PRODUCTS co., INC. 
Dept. H, 2722 Cherry St. Kansas City 8, Mo. 








make more money! 


— SELL 
SILVER LAKE — PELHAM — NUCORD 
for all these needs 


® Sash Cord ® Mason Lines 
© Awning Cord ® Venetian Blind Cord 
® Cello Wrapped Clothes Lines 

ASK YOUR JOBBER FOR THEM 


SILVER LAKE COMPANY 


60 Batterymarch Boston 10, Mass. 
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MARSHALLTOWN 
~~ 


MARSHALLTOWN TROWEL COMPANY 


mmm MARSHALLTOWN 





MARSHALLTOWN, IOWA 








EXCLUSIVE MANUFACTURERS OF RULES WITH THE 
Sensational, New 
me COIL SPRING JOINTS 


———— Stale 








ROYAL EAGLE, AL AMERICAN, COLUMBIA, 
ARROW, ENGINEERS’, EXTENSION, ADVERTIS- 
ING, ENGLISH-METRIC, FOURFOLD RULES. 


EAGLE RULE MFG. CORP. “EW yore 59 











































HARDWARE DEALERS FROM 
COAST TO COAST 


depend upon the complete Wilcox- 
Crittenden line of heavy and shelf 
hardware. Drop forged shackles, 
wire rope sockets, connecting links, 
turnbuckles, thimbles, hooks, eye 
bolts and ring bolts are an integral 
part of every hardware dealer’s 
stock in trade. They’re all fully 
described in the W-C Hardware 
Catalog “M” —sent free on request. 


WILCOX-CRITTENDEN 
“A CENTURY OF DEPENDABILITY" 
77 SOUTH MAIN ST., MIDDLETOWN, CONN. 
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MARKET 
MODELS FOR ALL AGES 
KINGSTON PRODUCTS CORP., HDW. DIV. H-7 







FOR COMPLETE 
INFORMATION 








Kokomo, Ind, 


—s 












BUILDERS’ 
HARDWARE 





. For long-range planning 


OH The advanced modern designs of this hard- ; 
ware not only fit today’s architectural theme : 
but the needs of the future as well. 







A complete line of over 300 hardware products : 
Our fully illustrated catalog or attractive wall chart will be mailed ; 


to dealers on request—try this great selling aid now. 





‘ Over 50 Years of dependable service-records 


NATIONAL MANUFACTURING COMPANY 
STERLING, ILLINOIS 
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HARDWARE AGE 


Looking for New Merchandise ? 


There's still lots of new merchandise being introduced to retail hardware markets. Keep posted on new mer- 
chandise by reading "What's New," which appears in every issue on page !2. During each month HARDWARE 
AGE brings you more listings of new merchandise than any other hardware magazine. 


100 East 42nd Street 


New York 17, N. Y. 

















DOMES or 
SILENCE 


Best-known, quickest-selling 



























NATIONALLY ADVERTISED 


RUBBER CUSHIONED 
One set on a card. One set in a 
12 cards in a box. box. 12 boxes in 
Sizes— 1", 14", a carton. Sizes— 
1 716", 2", 1%", %", 

, 4", B.A". %". 


REGULAR 













FURNITURE GLIDES 
| REMC of he 4 R wheat 


| and Caster Cups; Upholstery Nails; 
| Thumb Tacks; Screw Bumpers. 














Ask your jobber or write— 








Use these Displays for profit! 












DOMES of SILENCE Division of ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 
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gas and oil-burning heaters 


that carry you ahead 
of competition 


To a dealer, there’s no proof like profit 
o measure merchandising success. By this 


EEL 
PEERS a, 


yardstick, judge Preway — the fastest- a 
growing line of space heaters on the mar- Ed 

aeonmatan ket — now the third largest producer in power house heaters fe 
he country. in small home sizes ae 


Kohome, 4 And this year, Preway gives you gas heat 


to team with oil, so that you can meet the 


. , il i i 
interests of every customer with the right © Smailest cabinets in the industry 


LDERS’ irculator, with the right features, at the pat epee Sk EE: Tour 
>WARE ight price. So line up with Preway. Lead Lifetime burner guarantee plus 

: §business your way with this money-making 20-year warranty on heater unit 
manning : Mine that has everything to keep you out 


Many. automatic convenience 


of thishard- : jehead of competition. Phone, wire or write 
turaltheme ‘ #today for full information. 


ell. ‘ P R EWAY INC Wrap-it-up, I'll-take-it price tag 
7 : 


features 


roducts 


be mailed 


1653 Second Street N., Wisconsin Rapids, Wis. 
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and 
Central 
Heating 

Oil- 
Burning 
Furnaces 


A short line of six great 








performers — priced to sell 
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NEVER FORGETS A SALES POT | 


0; 

NO y STy 
IP, R 
Keep oF 


HE CAN INCREASE .... 
RULE SALES 259°. 


a 








Here is a salesman guaranteed 
to increase your steel tape and 
wood rule sales volume as much 
as 25%. Why? 


HE KNOWS THE SECRET OF IMPULSE SALES! 


Only 75% of the rule sales made today are planned. The other 25% are 
purely impulse sales. The Master Merchant gets these impulse sales for you 
. . - gets them and assures you of repeat sales. Its wares are always at their 
clean and shiny best. It attracts attention and takes full advantage of a 
customers impulse to buy ... you pick up the added sales. 


Customers buy more than one rule. Most customers do not know that 
there's a right rule for every job, that each rule is designed to do a specific 
job better than another. Master Merchant tells them the difference between 
rules, shows them the right rule for the job. Complete descriptions of every 
rule and its uses are clearly visible, at a glance. 


Display Master Merchant any one of these three ways: (a) as a-counter display, 
(b) screw fast to the wall, (c) hang from screw eyes. You save valuable display 
space for other items, yet sell more and more rules. 


Write to Master Rule Mfg. Co., 40 Mulberry St., Middletown, New York 





JOBBERS' SAVE 
PACKING COSTS 
Order the Master Merchant 
deluxe assortment package. 
In one compact corrugated 
carton you get the Master 
Merchant display, ready to 
set up . . . plus your own 
choice of a complete rule 
assortment. The carton 
comes to you expertly 
packed, with a special ad- 
dress label for dealer's 
name. Your factory-fresh 
order is ready to go 
straight to the dealer. 
You by-pass all packaging 

problems. 











